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EVER IN THE history of the country have 

there been so many human beings gainfully 
employed. Never has the income been so large. 
Never have the costs of managing the human 
economy been so high. Never has the unrest of 
the people reached such a peak, with the end not 
in sight. 

The business of satisfying the human wants of 
food, shelter and clothing, with all the myriad 
variations associated with such demands, is not too 
clearly seen by many people chiefly because they 
have been engrossed with the pressing demands of 
their own particular industry. The real forces at 
work back of these demands are not generally rec- 
ognized and that is why so many of the well- 
meant attempts to regulate trade customs, and 
buyers’ wishes are abortive, because they do not 
deal with the right set of conditions. 


The Retail Distributive Process 


The credit man is a vital part of this business; he is an 
important cog in that delicate and complicated piece of 
machinery known as the retail distributive process. When 
to this highly volatile mixture is added the element of 
credit, then there is presented a situation that is fraught 
with all sorts of possibilities. Like his fellow travellers, 
the credit man is bound by the accumulated beliefs of the 
social order in which he moves. Unfortunately, in the 
majority of cases these beliefs are not known, and, there- 
fore, no effort is made to offset their effects. 


Too often the attitude of management toward the 
- credit department is that it is an unavoidable expense, a 
non-productive operation, in spite of the strenuous and 
self-contradictory efforts to get more credit business. It 
is regarded as a sort of illegitimate child which must be 
put up with, largely because custom says, “it’s a way we 
Romans have, you know.” Ask yourself why so many 
studies lately about the cost of running the credit de- 
partment. Merely because the child has acquired a host 
of expensive habits which it will not discard, and as 
time goes on, will discover some new ones to haunt the 
keeper of that book entitled “net profit.” 


Time was when the man who headed the credit depart- 
ment activities was called the credit man; then the credit 
manager ; later, general credit manager, and now he is the 
manager of credit sales. We have no quarrel with his 
title, any more than with his name which might be Brown, 
Green, or White, but we do want to explore somewhat his 
mental processes, and find out why he ticks as he does, or 
if he does. 

The haunting fears and soul-searing limitations of the 
business and social.conditions in which the credit man 
works six days a.week,-play havoc with him, as they do 
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The Restlessness of Credit 


Frederick W. Walter 
Credit Manager, The Bailey Co., Cleveland, Ohio 
Chairman, Educational Committee, National Retail Credit Association 


with his customers.. He must know more than he does 
now about the problems of the humans who visit his 
establishment, either as customers or fellow employees, 
if he is to do justice to the manifold problems which drop 
on his desk every day. More than that, he must learn 
how to protect himself against their subtle and malign 
effects if he is to maintain his health and peace of mind. 
Losses from unpaid accounts, bad bank checks, fraud 
purchases, load-ups, peculations by employees, and that 
group of operation experiences which are known as per- 
centages, together with the question of getting, training 
and keeping intelligent employees, soon beat him down 
to something that resembles a human robot. He tries to 
please everybody and finds that that is an impossibility. 


At one time in his history, he may have had standards to-§ 


ward which he aimed, but these have lost their luster, 
and he finds himself quite dispirited and doubtful of him- 
self. Wars, real and political; lack of vision and spirit- 
uality in high places, business as well as government; the 
paradoxes of supply and demand, of haves and have-nots, 
all these tend to disturb his mental operations unless he is 
warned in time. 

A troop of fears, complexes, haunting doubts as to his 
own ability and judgment, torturing uncertainty as to 
his own future and the affairs about him swoop in to 
harass him. Sudden death, in increasing numbers, espe- 
cially of really young men, testify to the terrific strain 
under which society is operating. Even credit, as it is 
handled by business today, is basically a future event, and 
futures, as all traders know, are distressingly unreliable. 
This, too, in spite of the apparently satisfactory per- 
formance figures. All this is part of the world pattern 
and unless the observer is careful he is liable to draw in- 
correct conclusions from his premises. What is worse, 
he may not have established the correct premises. 

A very illuminating phenomenon observed in round 
two of the world’s championship battle was the reception 
accorded Regulation W by both credit men and store 
owners. At heart, the majority of them felt safer from 
their own competitors, because of the uniformly required 
terms, thereby lessening, for a time at least, the fear that 
the other fellow might gain some material advantage. 


Costs of Prosecuting a Global War 

As was divined from the beginning, it represented an 
attempt of the government to siphon off all spendable 
income into the purchase of war bonds to pay in part the 
unheard-of costs of prosecuting a global war. Those who 
were earning wages or profits, never before experienced 
in their lives, did not bother about credit, or even bank 
checks. The resumption of the regulation in part, is only 
the vain attempt to lock the garage after the car has been 
stolen, by trying to equalize the forces of demand and 
supply, without being willing to admit that the govern- 
ment has gone out of its way in contributing to the moral 
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delinquency of the body politic by making the supply less 
and the demand greater 

It is most unfortunate that so many humans still want 
their thinking done for them; even want life to bring 
them their three squares per day on a golden server with 
the minimum of effort on their part; to have someone out- 
side of themselves solve all their problems, and leave 
them, like contented cows, placidly chewing the cud of 
reflection, without realizing that they are making them- 
selves easy prey to the next dictator on the list. 

They do not know, nor want to be told, that the 
Israelites of old tried this out when they asked for a 
streamlined king to rule them. They got their king all 
right, but they paid “through the nose” for him. You 
will recall that Aesop told this same story in another 
way when he wrote about the animals who feared each 
other and everything in general, and decided they would 
like to have security. They, too, got their king, who 
promptly proceeded to eat them up. To the astute reader, 
the modern parallel is quite obvious, as also the fact that 
Israelites are not necessarily Jews. Remote control in 
either secular or religious matters spells slow suicide to 
those who fall under its mesmeric claims. 


Discontented With Present Conditions 


These statements are directed to those who have 
evolved enough to feel that nameless discontent with their 
present conditions, who are asking in all sincerity, “what 
use is it to pile up large wealth, which most credit men 
do not do, and come to the end of the day with empty 
hands and starved souls?’ Solomon was in a facetious 
mood when he referred us to the ant and bid us consider 
her ways, for what a prodigious amount of labor was 
spent to produce only an anthill. 

To no industry can the comparison with the ant be 
better applied than to retailing which covers more terri- 
tory than only department and specialty stores. Some- 
one asks, ““Why do you call the tremendous sales and 
around-the-clock activities of retail distribution an ant- 
hill operation? Look at the people involved ; the millions 
of dollars in wages; the billions of dollars represented in 
capital investment; the extent of its influence; the for- 
tunes made out of it; the countless customers served in a 
generally satisfactory manner, and you have the temerity 
to class it with an anthill which can be flattened out in a 
moment, or washed away with a flood of rain?” 

Yes, we do. The industry is only a part of the general 
human operation and is subject to the same laws that are 
found in other experiences, about which we do not seem 
to want to learn too much, even though it is for our own 
good. Are we obliged to do what the world says? Are 
we to follow the line of least resistance, or do we dare to 
be curious and venture into unknown realms and make 
some astounding discoveries of laws which should be 
even now part of our very flesh and blood? 

The radio industry rather cynically builds its programs 
and beams them to a 12-year-old mentality, and when 
twitted about this, retorts “That’s what the public 
wants.” Small wonder, then, that “the peepul” yield 
themselves so readily to the specious arguments of su- 
periority of a certain race over another; one religion to 
the exclusion of any other; one form of social order as 
against another; the superstitions as to food, disease, 
heredity ; the limitations of belief as to knowledge, oppor- 


tunity, time, place, condition, and even life itself. Goods, 
wares and merchandise still occupy the governing thoughts 
of 90 per cent of the people, and whether they are found 
in the ranks of the makers or the users, the demands are 
still uppermost in their minds, for these “things” are to 
them their world, and when anything threatens that 
world either by an act of man or nature, or, worse, an 
elevating but disturbing thought, then a conflict is born. 

Of course, these “things” are very necessary up to a 
certain point, but when we make gods of them, and wor- 
ship them, then we are in for trouble. The statement of 
Holy Writ “Know ye not, that to whom ye yield your- 
selves servants to obey, his servants ye are to whom ye 
obey; whether of sin unto death, or of obedience unto 
righteousness?” assumes a staggering significance when its 
full import is recognized. Incidentally, the term 
“righteousness,” which the average man in the street shies 
away from, means nothing else than “rightwiseness,” or 
the state of habitually thinking correctly. 


These taskmasters of ours often masquerade under the 
most innocent appearances and range from the chain cigar 
or cigarette, facial adornments, permanents, bubble baths 
(and, great grief, the men are almost as heavy customers 
in this direction as the ladies) to the multiplex demands 
of business; beginning with “beat yesterday and last 
year” to some downright unmoral and illegal practices, 
if only thereby more business can be got. There is no 
need to elaborate on that point, for there are the host of 
trade journals which keep us all too well posted on such 
things. 

Someone says, “Well, that’s business, isn’t it? You 
can’t expect us to change such habits overnight, or at 
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all, can you?” That’s exactly the point. These habits 
are a hundred thousand years old, and the human race 
has been repeating these fishwives’ tales in endless mo- 
notony, and today finds itself farther away from its 
rightful peace than ever before. A few, but only a few, 
have seen the light of day and tried to break with the 
blind beliefs of the past, and find their proper place under 
the sun. That they find themselves somewhat alone is a 
sad commentary on our social order which sits supinely 
by, and hardly stirs itself to set its sights above the 
horizon. We worship fine houses, clothes, titles, popu- 
larity, children, even our own bodies, and all the other 
customary evidences of prosperity. The world pattern is 
shifting so rapidly that it is difficult to sort the real from 
the dross. The decisions do have to be made, and no one 
but ourselves can and must do that. We are free moral 
agents to decide as we wish, but we can blame nobody or 
nothing but ourselves if the decisions happen to be bad. 


Experiences Are Evidence of Hidden Forces 


The credit man, or any other man or woman, must 
come to see that the experiences in which he is so closely 
enmeshed are only the external evidences in the human 
life of hidden forces which claim to have the power to 
give him life, health, intelligence and all the usual crea- 
ture comforts which are so much sought after, or to take 
all these away or diminish them without his being able to 
resist in any way. 

So long as he accepts these statements as facts in his 
life, he is bound by them and by all the circumstances 
which they entail. However, it is his right and privilege 
to rise above all this welter of confusion and claim his 
God-given dominion of power over the world, whereby 
he sees all these experiences in a different light. He finds 
that temporarily he is “in the world, but not of it.” He 
can enjoy his rightful “things” in life without being a 
slave to them. His daily round of duties take on a 
different aspect, and he is not surprised to find himself 
lifted out of their restricting and oppressive conditions, 
into another line of activity more congenial to him, and 
affording him greater opportunity for self-development. 


Weighing of Moral and Spiritual Values 


Most surely must he awake to the fact that he is not a 
human squirrel ceaselessly spinning around in a wheel of 
fate which gets him nothing but disillusionment and 
death. He must discover that the world in which he 
finds himself today is being inexorably driven into a 
weighing of moral and spiritual values. As individuals, 
we must do this weighing ourselves; and if we refuse to 
accept the responsibility, or solve the problem correctly, 
we will have to pay the price. 

As a nation, we have had several of these highly im- 
portant weighing jobs to perform, and we have bungled 
them badly. Consequently the people of the nation are 
drawn into the judgment with its bitter aftermath. Also, 
as go the individuals of a nation, so goes the nation, and 
it will be useless to cry, “Why didn’t somebody tell us 
in time!” Fortunately, there will be those who are wise 
enough to work out their own problems to a reasonable 
conclusion, and upon them the judgment will not fall. 
The blessing of it all is, that there is no law to keep the 
earnest seeker after the Truth from finding it. wk 


6 





CREDIT WORLD 


DECEMBER 1948 
























“T read in The Crepir Wortp of the death of our friend 
Charlie Reed. I spent several hours with him at the National 
Conference in St. Louis, June 15-19, 1947, and while one could 
see Charlie was failing, he was still smiling, mindful of the 
other fellow and his interests, loyal to his friends, and to his 
convictions. Charlie came to Charleston in 1897, as manager 
for a Mercantile Agency. He drank of our Goose Creek water, 
and from that moment to his death, he was as staunch a 
Charlestonian in sympathy as any of us born here. A long- 
time member of the Washington Light Infantry, which organ- 
ization dates back fifty years before the American Revolution, 
his interests were with those still living attached to that or- 
ganization, and I had the pleasure of helping renew acquaint- 
ance with its officers several years ago. After the publication 
of my article ‘Impressions of Charleston after Forty Years 
Absence,’ Charlie informed me that he considered it one of the 
greatest tributes in his life. I could continue, but I present 
these personal narrations to show what a man our friend was. 
I mentioned his characteristics—smiling; mindful of the other 
fellow; loyal to his friends. No one ever saw Charlie Reed 
do an underhanded act, or heard him utter an unkind word. 
The world is a better place to live in when you meet such 
fellows as Charlie Reed.”—H. A. Molony, President, Mer- 
chants’ Credit Bureau, Inc., Charleston, S. C. 

“The stirring address made by A. A. Nichoson 
in the October CREDIT WORLD impressed me 
deeply. He has clarified not only the causes of our 
present-day conditions, but also the way out, which 
clears for me a picture that has been ‘befuddled,’ to 
say the least."—W. H. Coleman, The Empire Var- 
nish Company, Cleveland, Ohio. 

=<) 


“Thank you for your letter welcoming me as a member of 
the Association, and for your offer of assistance in any prob- 
lem I may encounter in credit practice. I shall be very much 
obliged to you for stickers and other collection helps, which, 
however, will have to be translated into Spanish. I am will- 
ing to follow your advice, and to cooperate to the best of my 
means.”—Jose Morales Gomez, Credit Manager, Salinas y 
Rocha, Mexico City, Mexico. 


“The members of our group requested that I thank 
you and the association for the handsome gavel pre- 
sented to our President, Mr. William Martin, by 
Mr. Norman Neff.”—Herman F. Eberts, Secretary, 
Credit Granters’ Association, Regina, Saskatchewan, 
Canada. - 


“I was pleased to receive your letter welcoming me as 4 
member of the National Retail Credit Association. I heartily 
agree that cooperation goes far to solve many retail credit 
problems; and I was so impressed by the efficiency with which 
credit is handled in the United States and Canada, that I shall 
continue to press for the adoption of your ideas over here.”— 
C. S. Freeman, Director, Freemans, Liverpool, England. 


“I want to congratulate you on the September 
issue of The CREDIT WORLD, which I think is 
one of the best that you have published—particularly 
with reference to your Credit Clinic, which will be 
the subject for discussion at our weekly meeting of 
credit granters."—A. §S. Jacobs, Credit Manager, 
Popular Dry Goods Co., El Paso, Texas. 

> 


“In my opinion, every member of a credit bureau should be 
a member of the N.R.C.A. As a reader for the past 23 years 
of The Crepir Wortp, I do not believe anyone could read it 
and not improve himself in his job. It is my aim to double 
our present number of members in the N.R.C.A.”—Mildred N. 
White, Manager, De Land Credit Association, De Land, Florida. 


i 
“We continue to receive requests for the booklet, 
‘The Good Things of Life on Credit.’ Please send us 
another 10,000 and we will have them imprinted 
locally as before.”—James W. Scott, Retail Mer- 
chants Credit Association of Los Angeles, Los 
Angeles, Calif. 
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Credit Terms and Limits 


HUBERT C. STROUPE, Credit Manager, John Gerber Co., Memphis, Tenn. 


REDIT TODAY is just as much a part of retail 

business as is cash, or a bank check. Every person 
who has sufficient capital or income to pay his bills and 
has a reputation for honesty and fair dealing knows that 
he is entitled to a charge account at any reputable firm 
doing a credit business. So in the minds of the buying 
public today, a charge account is no longer a privilege 
or favor. It is merely a convenient way to shop. 

The merchant, not the customer, originated and has 
continuously promoted the use of the charge account as 
a means of selling more merchandise. We are the ones 
that offered to the customer installments, budgets, 90-day 
accounts, revolving credit, and many others. Yet how 
often have you heard a credit man, or interviewer, say, 
“T think we can let you have an account with a small 
limit if you will pay it promptly each month, or according 
to terms.” Such an attitude reminds me of the sales- 
person who, during the days of scarce merchandise, told 
a customer, “I think maybe I can let you have a couple 
of shirts, or a pair of nylons if you have the cash to pay 
for them and you will promise not to tell anyone.” 

We advertise in the newspaper, seek new charge cus- 
tomers by direct mail promotion, offer charga-plate con- 
venience, spend a lot of money in many ways to secure 
new charge customers, but how well do we follow up 
these things? Does the credit manager or the interviewer 
show the same enthusiastic appreciation when a customer 
applies for an account as a salesperson does when a 
prospective buyer shows a big roll of bills? 


Office Should Reflect Spirit of Service 

If we are to keep pace with modern retail business 
today, we must certainly be sure that our office reflects 
a spirit of service, appreciation, and interest to the same 
degree or even more than is evident through our entire 
organization. We are offering, we are selling the custom- 
er something; we are not just letting them have it as a 
favor. Sell the customer a charge account by showing 
its advantages and conveniences, just as a salesman sells 
merchandise, through style, quality, service, etc. Many 
times a prospective customer’s first contact in our store 
is the credit office. Often the account is applied for 
before the merchandise is selected. Let us be sure this 
call receives the proper welcome. 

Now we come to the question of limit and terms. 
Would a good salesman ask a customer how much he 
had to spend, or would he quote the price of an article 
of merchandise until he had first sold the quality, style 
and service in that article? The price, the cost, the 
amount of money you intend to extract from Mr. Cus- 
tomer is the most painful part of a sale. The worth 
is always proven first, to break the shock. A good sales- 
man waits for the customer to ask the price. 

Se when we are opening an account, why should we 
bring up the subject of limit? In the first place we 
cannot determine how much credit a customer may be 
entitled to until we clear our credit report. And I 
wonder sometimes if we can then. When the bureau 
report is received and analyzed we then try to determine 
some amount commensurate with the customer’s ability 
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to pay. We check the high credit and manner of pay- 
ment with other firms. Remember the high credit is 
the amount the customer actually bought, not how much 
he could buy. The high credit and manner of payment 
covers a period of time. You cannot determine the 
total high credit or total amount paid for any specific 
month. You can only add up the amount now owing, 
and hope that the bureau has a record of all accounts, 

The limit you place on your accounts, therefore, can 
only be a signal of caution for the authorizer. It is 
the amount that you feel safe to permit the clerk or 
authorizer to sell without question. When the purchase 
goes beyond that amount, a closer study of the account 
by the credit manager is necessary. The kind of 
merchandise being bought, the price, that is, whether 
it is in keeping with the income and position of the 
buyer should be considered. Conservative buying of 
necessities would certainly warrant a larger amount than 
would overbuying of expensive luxuries, or non-essentials. 
The maximum amount of credit to be extended can best 
be determined then only at the time it is asked for by 
the customer. 

Now let us go back to the interview, and see what 
may happen if we discuss with the customer a limit on 
the account. Any amount determined at that time would 
in most cases be low. Most customers, if asked, will 
name an amount smaller than the maximum to which 
they are entitled. In such cases the customer may later 
hesitate to make larger purchases, fearing their credit 
may be questioned or their purchases turned down. Most 
customers worthy of a charge account intend to pay 
within a reasonable time for the merchandise they buy. 

Why, then, cross the bridge before you come to it; 
why limit or restrict your customer until it becomes 
necessary? Why assume that they may overbuy until 
you have cause? I do not believe it is a good policy to 
make a refusal before you have a request. I think that 
our records will reveal the great majority of our 
customers buy in proportion to their ability to pay. The 
number of sales that we refuse each day are certainly 
few as compared to those we approve. Then why not 
withhold any mention of limits, restrictions, or refusals 
until it is absolutely necessary? People by nature do 
not like to be limited or restricted. 

Our contact at the time of the interview should be 
positive, not negative; it should encourage buying, not 
restrict it. ‘My experience has been that it is more 
difficult to get customers to buy all they can pay for 
than it is to keep them from buying too much. The 
limit you place on the account should be for your in- 
formation only and should never be disclosed to your 
customer. 

Limits and terms are theoretically closely related. 
For the average customer, the amount of the purchase 
will determine the length of time for payment. For 
this reason the credit manager should make a careful 
study of the type of customers desired for the kind of 
merchandise sold. The terms offered should be such 
that your customers may purchase whatever they need 
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at the time they wish to buy. If a‘regular 30-day account 
will accomplish this purpose, that is the only type of 
account needed. But for the average store selling many 
kinds of merchandise, with a wide range of prices, to 
all classes of customers, longer terms are necessary to 
obtain the desired volume of business. 

After a careful study as to the income and paying 
habits of your customer, and the potential customers in 
your trade area, as compared to the merchandise you 
sell, the type of accounts necessary to obtain the greatest 
volume should be determined. The amount of down 
payment, number of monthly or weekly payments, and 
carrying charge will depend on the kind of customer, 
the financial structure of your firm, and, of course, com- 
petition. Ample space, trained personnel, adequate forms 
and a good routine procedure are necessary for the 
successful operating of any extended payment plan. It 
should be an important part of your business and not 
just a neglected sideline. 

It is most essential that the entire personnel of your 
store be thoroughly familiar with all types of accounts 
available. Your salespeople, even though they do not 
attempt to work out the details of the contract with the 
customer, should have sufficient knowledge to be able to 
use it as a selling force. 

Unless sufficient publicity is given the kind of extended 
payment account you offer you may not 1€ceive sufficient 
business to make it profitable. This can be accomplished 
through your credit office, your salespeople, newspaper 
advertising, direct mail, etc. In order to get the maxi- 
mum amount of sales, customers must know that it is 
available. It is rather embarrassing for a customer to 
tell you, after making a purchase elsewhere, that they 
did not know you sold on longer terms. In my opinion, 
longer than 30-day credit selling is a very definite part of 
retail selling, and it will continue to grow. It will be a 
profitable part of our business so long as it is kept on a 
sound credit basis. 

The greatest majority of people are honest and are 
entitled to some form of credit, the kind and amount 
to be determined from the kind of customer and type 
of merchandise sold. There is a small minority that do 
not intend to pay and should not be sold regardless of 
retain title, mortgage, or any other kind of security. 
I have never found any profitable business, where I 
had to get my money through the security. 

Now let us reconsider the opening of a regular 30-day 
account. This is such a widely used means of convenient 
shopping, that customers know their bill is due and pay- 
able within 30 days from the mailing of the statement. 
Most of our applicants are already charge customers of 
some other store. They have become accustomed to 
paying their bills at certain times and anything you may 


say or do is not going to change them to any great extent. 
You are going to get a complete credit report that will 
reveal the manner in which they have made payment. 
You accept the account on that basis or reject it. Your 
collection department, after all, will have to remind the 
slow ones about the due date of the account. 

So we are again confronted with the question of pay- 
ment just as we were on the subject of limits. Why 
not assume, at least during the interview, that the ap- 
plicant intends to pay within a reasonable time? Why 
then again should we cross the bridge before we come 
to it? Let us keep our sellit.z on a positive basis rather 
than negative. Suppose we emphasize to the customer 
that the account is due in 30 days and he is one of those 
rare customers who does not always pay that soon. If 
he should ask you if it would be permissible to go beyond 
30 days some months, what would be your answer? 

How many credit reports do you get that show all 
accounts paid in 30 days? And do you turn down the 
ones that go beyond that prescribed time? Most of us, 
I presume, do not use any type of collection follow-up 
until approximately 60 days. For these reasons, I have 
concluded that the interview can be most pleasant and 
most successful when kept on a positive rather than 
negative basis. A mention of amounts, or time of pay- 
ment would not in my opinion be a positive method of 
selling. ‘This, of course, can apply only to a regular 
charge account. Any extended payment contract must 
of necessity have a mutual agreement as to amounts, 
number of payments and carrying charge. 

The letter mailed to your customer after the account 
is accepted should express appreciation, a desire to serve, 
and should be for the purpose of selling’ your store to 
the customer. Any mention of terms, or time of pay- 
ment, could not, in my opinion, accomplish any of these 
things. It would be too obvious in a letter intended to 
convince your prospective customer that you wanted to 
sell him everything he wanted to buy. It might, in a 
way, be compared to receiving a warm welcome when 
you call to visit a friend, and after hearing how glad 
they are to see you, and how much they are going to 
enjoy your visit, but you will have to go home at 
11:00 p.m. It is my opinion that a brief statement of 
terms on your monthly bill will suffice to remind your 
customer that the account is due in 30 days. If that 
does not work, then it is the collection department’s job. 
They are the ones that have to bring the stragglers back 
into the fold. 

Let us remember, our charge customers are our guests, 
our invited guests; for after all we do choose them, and 
we should not have any that are not invited. Then let 
us be a gracious and enthusiastic host, and see that our 
customers enjoy their visit. kk 
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OME TIME AGO, a friend of mine was kid- 
ding me, half in fun and half in criticism. 
He said, “I came into your store recently to buy 
an electric heater. The salesman showed me 
several kinds, but quickly sold me on one of those 
newfangled steam radiators and I told him I 
would take it. Just as I reached into my pocket 
for my billfold, he said, ‘I suppose this is a 
charge.’ A similar incident happened to me a 
couple of days before in another store. What is 
the matter? Doesn’t anyone pay cash for mer- 
chandise any more, or am I just old-fashioned?” 
Perhaps you have also noticed that many of your 
salespeople have become credit conscious to the point 
where they naturally ask a customer to charge, unless 
the customer happens to be waving greenbacks making 
the intent of payment obvious. Whether your firm 
prefers cash or charge business makes little difference, 
because we seem to have developed a trend where credit 
comes naturally and in many instances, unfortunately, 
also very easily. One oddity of modern life is the large 
number of people who are spending money they have not 
earned, for things they do not want, to impress people 
they secretly cannot stand the sight of. 

Because our charge sales this year will represent more 
than half of our total business, we must do everything in 
our power to maintain pleasant relations with our charge 
customers. The highest priced advertising campaign 
that your store can produce can, at its best, only create 
an urge or a desire to buy. Without money or without 
a charge account your customer cannot follow the im- 
pulse created. Surely, you will agree that we, as a 
nation, have so much because we are often forced by 
conditional sales contract into paying for conveniences, 
instead of frittering our money away. 

The greatest source for new charge account business 
are your own cash customers because they already know 
your store, its merchandise and many of your salespeople. 
Although your charge account business is currently boom- 
ing, I feel that it is continuing to do so largely because 
so many people have had to convert to credit buying in 
order to maintain their accustomed standard of living. 
If it becomes necessary for your cash customers to convert 
to credit somewhere, let us make it easy for them to 
convert in your own store by actively soliciting them. 
Every charge customer you put on your books is just 
one less “credit floater” to be gobbled up by your 
competitor. 

Most of us today are admitting that our sales are 
about as good as last year, however, the profit is less. 


The Importance 


Of Credit Control 


Burt C. Wittwer 


Manager of Credit Sales, Wolff, Kubly & Hirsig 


Madison, Wisconsin 


The only way to keep showing a profit is to sell more. 
Those plus sales that you and I in the Credit Department 
can promote, might make the difference. We need all 
this business if we are to stay on the profit side for 1948. 

Because of the uncertainty of future business conditions 
we have often been cautioned to be conservative to whom 
we extend credit. Our rising accounts receivable makes 
it necessary that we watch collections as we have never 
watched them these past seven or eight years. All of 
us, at some time or other, have had a definite collection 
procedure. We had better get it out of the moth balls 
and start using it diligently. During the easy money era 
we have just come through, many of us followed ac- 
counts on a hit-and-miss basis with surprisingly good 
results. We should not kid ourselves, we were not 
really collecting, they would have paid anyhow. 

Things are different now and under present conditions 
there is no easy way to collect money. Good collections 
require consistent, methodical follow-up. The secret is 
not so much in how you ask for money as it is in how 
often you ask for it. We must return to hard work if 
we want good collection percentages. Hard work col- 
lected them before the war and hard work will do it 
again. 

No doubt our hardest job these next months will be to 
attempt to control overbuying on accounts. From my 
observation the pressure is on from all sides—high prices 
—shrinking incomes due to a return to a normal work 
week—incomes that long ago ceased to keep pace with 
prices—and our own sales promotion plans which oc- 
casionally “inspire” people already heavily in debt. It is 
not my objective to attempt to tell how you can control 
overbuying in your store. I have my specific facility or 
lack of facility and you have yours, but it is one of the 
major problems confronting us at this time. 


Control Begins With the Interview 
I think a good place to begin control is in the opening 
interview. Good collections are often determined at this 
basic point, if you make your customer understand and 
make it “sink in’ as to what you expect of him. At the 
same time we should make an honest effort to determine 
a true credit limit on the account. The size of a man’s 
family in relationship to his income stands out sharply 
today. Illness or loss of income in a low income family 
simply means that rent and food come first and our ac- 
counts next, if there is any left over. The tragedy of it is 
that, with less money to purchase essential needs, credit 
becomes a necessity for their very existence and we be- 
come “Santa Claus” unless we watch our limits closely. 
I recommend that you report slow accounts to your 
credit bureau whenever you suspect overbuying as your 
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best insurance against loss. This informs other merchants 
of the situation before your customer becomes hopelessly 
involved all around. In some parts of the country 
fraudulent charging is already on the increase and we 
are even now getting more than our share of “insufficient 
fund” checks. These things merely point out that for 
some people the pressure is already on, and if they are 
to maintain a set or desired standard of living they often 
resort to unethical procedure to do so. 

What this country needs is some straight thinking about 
high prices or eventually many people will follow some 
“Rabble-Rouser” down a road that leads to a dictator 
type of government. The average man on the street has 
been led to believe that high prices were caused by the 
removal of price controls at the end of the war. I think 
this is pretty much the bunk. You cannot control prices 
unless you control everything that goes into making up 
the cost of the thing you buy, such as labor cost, mate- 
rial, taxes, insurance, etc. If you do that we surely are 
on a program which will eventually lead to a dictatorial 
government. 

At the present time our relationship with Soviet Russia 
is extremely grave. Just suppose that we continue dead- 
locked for months and our defense program, the Mar- 
shall Plan and all these spending plans continue and 
prosperity rolls merrily on. Prices could go higher and 
higher until we might blow the top off the inflation ther- 
mometer and our business system would crash. Such a 
“Bust” would immediately bring on a recession that 
would cause a radical reduction in credit terms and soon 
we would all be riding the same old merry-go-round. 

I often recall the days when we advertised terms as 
conspicuously as merchandise, and it is not altogether un- 
pleasant to remember e:cher. Those of us who advertised 
easy terms but used common sense in selecting our cus- 
tomers secured extra business and usually avoided the 
headaches of slow collections and bad accounts. I do not 
think customers suffered either, because they were able 
to pay for the things they wanted on the terms we felt 
they could afford. 

Do Not Advocate Low Terms 


I am not advocating that we slash terms. In fact, I 
have never been a leader in advocating low terms, but | 
do emphasize that the time will come again, and it may 
be sooner than we think, when business will need easier 
terms as a sales producer. As credit men and women, it 
becomes our duty to sell merchandise at the best terms we 
can get, but we must sell it. 

We have just come through a period when many 
former poor credit risks were good pay and it is a common 
human fallacy to think that they will remain that way. I 
believe it is absolutely necessary to check and watch these 
applicants closely. We must dig back into our vocabulary 
and bring out the word “no” occasionally if we hope to 
keep our losses at a reasonable minimum. 

Many of us have experienced a falling off in collections 
recently, a trend which has been apparent in some other 
parts of the country since the first of the year. This 
would indicate that our job ahead is unmistakably clear. 
I am confident, however, that if we follow accounts 
closely and consistently we can maintain our collection 
percentages considerably higher than the prewar average. 
I feel that this is true, primarily, because customers, for 
the most part, are better disciplined toward paying their 


a 
' Account PROMPTLY! 


bills when they are due and if we act promptly and 
cooperatively we can prevent many of them from slipping 
back into their old habits. Visualize the amount of addi- 
tional capital it will take to operate our business if we 
let people slide back into those 30 to 35 per cent collec- 
tion percentages. 


I wish to make a special plea for those hundreds of 
customers who have been forced into buying homes at 
prices that are already beyond their ability to pay. When 
I learn of some of the real estate obligations that certain 
of my friends and customers have gotten themselves into, 
I honestly wonder how they can sleep. Many of them 
are veterans and we readily admit that they deserve a 
home with all the appliances and conveniences that we 
offer, but can they honestly afford them? It is difficult 
for people, veterans or otherwise, who are handicapped by 
a housing problem to know when to stop stretching their 
credit. Because of the desperation of their situation they 
seem to look only at the primary object of getting a roof 
over their heads, without realizing to what great lengths 
they often go to gain this end. It appears that we have a 
great challenge here in counseling with them and helping 
them to buy sensibly the things they need in the order of 
their importance. Let us not permit them to load up 
with installments and charge accounts to the point where 
they cannot meet their payments and eventually lose 
everything, including their homes. If we do not do 
this, we will only help to blow up this inflation balloon 
bigger and faster and you all know the law of gravity 
says, “What goes up must come down.” wk 


onS>————a0 
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NEW 


= STICKER 


A BRAND NEW credit educational sticker 
which will not only stimulate collections 
but speed up installment payments. Refer- 
ence to building and maintaining a ‘‘ Prompt 
Pay’’ credit record should influence the 
customer to pay obligations as agreed. 
THIS STICKER is printed in bronze blue 
ink on cherry colored gummed paper. Order 
a supply of this sticker today from your 
Credit Bureau or National Office. 


Price, $2.50 per thousand 


x * * 


NATIONAL RETAIL CREDIT ASSOCIATION 


Shell Building St. Louis 3, Mo. 


| Every charge account that 
| is paid in full each month | 
; and each installment con- 

| tract paid as agreed helps | 
to build and maintain a ! 
“Prompt Pay”’ credit | 
record. 
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OR MANY YEARS, we have found it necessary to 
ote a folio or ledger control designation on charge 
sales checks to insure more accurate sorting into charge 
controls by our auditing department. We are now at- 


Alphabetical Numbering Plan for Accounts Receivable 


HOWARD G. GODFREY, Credit Manager, The J. L. Hudson Co., Detroit, Mich. 







or 2,000 check lists in all, and each individual list is 
marked to show the primary number and the segment 
of the alphabet it covers. To avoid awkward alpha- 
betical splits, the names included under each primary 
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p es ° ° e - ° TOU 
tempting to gradually eliminate this folio operation and number may be reduced below fifty, and sufficiently Are : 
. *_* . . ¢ —_— N 
to sort in the auditing department, into charge controls, more than 2,000 primary numbers may be used to offset or : 
the handwritten names and addresses on the sales such reductions. It is preferable, however, not to in- § “" “ye 
pas : . , : , 
checks. The purpose is to save the cost of the folio crease the names beyond fifty, as this would tend tog “'™ " 
operation and to permit salespeople to put original sales limit the maximum life of the plan by restricting its sie 
checks, which are either phone authorized or under our expansion possibilities. usiNes: 
; ee Re sg ‘ : : zh E ae stem to 
authorizing limits, into the tally envelope, which will The first name under each primary number is given Of ¢ 
eliminate clerk and department classification of such sales that number, and also a secondary or dash number, o¢ 4 ¢ 
checks. starting with 010. ‘The second name takes the same § .14 to 
We have been operating. for twenty-four years with primary number but a secondary number of 030, arrived a 
charge coins, but under this new method we realize the at by skipping 19 consecutive numbers. Again skipping sal th 
need for an address plate containing an account number 19, the third name is assigned, 050 and so on with all § a gucati 
which will indicate the charge control, the ledger binder fifty names, the last receiving the secondary number 990. B nent. 
within that control, and the exact position in that ledger For example; Aaron Aagensen would probably receive § peach , 
. . ™~ . . wz . 
of the account in question. This has resulted in the number 0001-010. Alfred Aalto, the next name, would §  paster 
development of the numbering plan, which we expect to become 0001-030, etc. Ladder 
y > ¢ , , P. . 
put in early next year. As numbers are assigned, they are cancelled on the Let 
The plan is a method designed to make possible the check list. The peculiar arrangement of numbers on ship fe 
assignment of numbers, together with necessary additions, the list is to permit their convenient cancellation in the Busine 
to names contained in an alphabetical list, so that such a same order in which they will probably be used. the in 
nacho arsenate pene: in both = and = New primary and secondary numbers for names subse- Hat 
or oo. oe i te will permit quicker quently added to the list are arrived at by referring to @ your 
si A and a e keeping nrg and records the original alphabetical record. By determining the § °F '5 
on re mer an ry = We ie = ases, ts aller correct alphabetical position of the new name, de- fuel 
combination of both. ‘The insta ation of the plan and termining the numbers of the names which will precede § clean: 
om ase at requires a check list. This form is and succeed it, and then using a secondary number half- Are 
illustrated below. way between, we arrive at the number for the new ac- steera 
The method followed in introducing the plan is to count. Thus a newcomer by the name of Albert Aalco perio 
first sort the list alphabetically and then to establish would get number 0001-020, or halfway between Can 
primary numbers for each fifty names. In a list of Aagensen and Aalto. If another Aaron Aagensen should the r 
. - “ 
100,000 names there would thus be 2,000 primary appear on the scene, he would get either 0001-009, or on < 
numbers. 0001-011, his alphabetical and numerical position depend- are | 
A check list is established for each primary number, ing, in the case of dyplicates, upon the name of the street busin 
or town in which he resides. possi 
, ° Osit 
N ‘ P 
Alphabetical Numbering Plan for Accounts Receivable. Numbers already assigned begir 
COPTRIGHT 1948 H. d GODraxY FORM 493348 ACME VISIBLE RECORDS INC, CHICAGO to names which subsequently “h t 
ate 
0 i) | 0 0 5 5 5 5s 6 6 6 6 a 4 + 4 3 3 3 3 ¢ v4 , 
~O10 [S10 | “020 | "S20 [0s [sos | O18 | "Sis [O08 | "S06 | O16 | “si6 [G04 "Soa | Oia | Sia [003 [S03 [O13 | Si5 are dropped from the list — Ori 
“030 | 530 | 040 | S40 | 028 | 528 | 095 | 895 | 026 | 526 | 036 | S36 | O24 | S24 | 034 | 534 | 023 | S23 | 033 | $33 be used over, if desired, with- 1 
080 | 850 | 060 | 560 | 048 | 545 | 085 | 885 | 046 | 546 | 086 | 596 | 044 | S44 | 054 | 554 | 043 | S43 | 053 | 553] state Senmesteninith h a anne 
“070 |"s70 | 080 | S80 | 068 | S68 | 075 | 875 | 066 | 866 | 076 | 876 | 064 | 564 | 074 | S74 | 063 | 563 | 073 | 873 | ut Impairment to the succes! If 
090 | 590 | 100 | 600 | 088 | 588 | 095 | S08 | 086 | See | 096 | 506 | 084 | S84 | 094 | 594 | 083 | Sea | 093 | S93 of the plan. Special pro- feel 
110 | 610 120 _620 108 605 | 115 | 615 | 106 | 606 116 616 104 604 | 114 | 614 | 103 603 113 | _613 | - ‘ b ee 
~130 | 630 |"140 | "640 | 128 | "eas | 135 | eas | 126 | 626 | 136 | 636 [124 | 624 | i134 | 634 | 123 | 623 | 133 | 633 visions, based on actual ex- any 
_180 | 650 | 160 | 660 | 145 | 645 | 155 | 685 | 146 | 646 | 156 | 656 | 144 | G44 | 154 | 654 | 143 | 643 | 153 | 653 | perience with the plan, are - 
170 | 670 | 180 | 680 | 168 | 665 | 175 | 675 | 166 | 666 | 176 | 676 | 164 | 664 | 174 | 674 | 163 | 663 | 173 | 673 ; pose 
“j90 | 690 | 200 | 700 | 185 | 685 | 195 | 695 | 186 | 686 | 196 | 696 | 184 | 684 | 194 | 694 | 183 | 683 | 193 | 693 necessary for the proper alpha- I 
210 | 710 220 | 720 | 205 | 705 | 215 | 715 706 | 216 | 716 204 | 704 | 214 | 714 203 | 703 | 213 | 713 4 -— a S 
230 | 730 | 240 | 740 | 228 | 728 | 238 | 735 | 226 | 726 | 236 | 736 | 224 | 724 | 234 | 734 | 223 | 723 | 233 | 733 betical and numerical ——, pase 
250 | 750 | 260 | 760 | 245 | 745 | 255 | 755 | 246 | 746 | 356 | 756 | 244 | 744 | 254 | 754 | 243 | 743 | 253 | 753 | ment of personal, commercial, gan} 
270 | 770 | 280 | 780 | 265 | 765 | 275 | 775 | 266 | 766 | 276 | 776 | 264 | 764 | 274 | 774 | 263 | 763 | 273 | 773 | institutional j } h 
290 | 790 | 300 | 800 | 285 | 783 | 295 | 795 | 286 | 786 | 296 | 796 | 264 | 7e4 | 294 | 794 | 283 | 783 | 293 | 793 institutional, and govern- the 
310 | 810 | 320 | 820 | 305 | 805 | 315 | 815 | 306 | 806 | 316 | 816 | 304 | 804 | 314 814 | 303 | 803 | 313 | 813 | mental names. These pro- ash« 
~330 | 630 | 340 | 840 | 325 | 825 | 335 | 835 | 326 | 626 | 336 | 836 | 324 | 624 | 334 | 834 | 323 | 823 | 333 | 833 . , 
“350 | 850 | 360 | 860 | 345 | 845 | 355 | 855 | 346 | 846 | 356 | B56 | 344 | 844 | 354 | B54 | 343 | 843 | 353 | 853 | visions, however, have no por 
370 | 870 | 380 | 880 | 365 | 665 | 375 | 875 | 366 | B66 | 376 | 876 | 364 | 864 | 374 | 874 | 363 | 863 | 373 | 873 | . : . fide 
~Je0 | 650|-400-| 800 -|-308-| was [305 "| sos] see-| see | soe | coe] sea|-a0c-| 300 | soa] 303-|-e03 | sos [ex]  'mportant bearing on the ar 
410 | 919 | 420 | 920 | 405 | 905 | 415 | 915 | 406 | 416 | 916 | 404 | 904 | 414 | 914 | 403 | 903 | 413 | 913 rangement of the check list. _ 
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Your Credit Ship 


Searcy H. Johnson, Moore-Handley Hardware Co., Birmingham, Ala. 


HE MAIN QUESTION to be considered concerns 
Tie manner in which you run your “credit ship.” 
Are you the captain of a barge—a vessel with no propul- 
sion—which has to be towed to all its destinations, an 
unkempt and unsightly craft with no graceful lines and 
with no color whatsoever? Or are you the skipper of an 
ocean liner—a vessel which can move with ease in 
business waters, clean-cut from keel to truck and from 
stem to stern? 

Of course, you can readily realize that when speaking 
of a ship, I am referring to your Credit Department 
and to your relationship with this arm of business. It 
is evident that the difference between the barge captain 
and the skipper of a liner lies in technical knowledge, 
education, preplanning, control, inner perception, judg- 
ment, and forward motion. All of these are within the 
reach of any and all who desire them and through their 
mastery and use, the barge captain is able to climb the 
ladder of the greater ship. 

Let us now think of the questions of preparing your 
ship for sea, and its cruise on the “Waters of Modern 
Business.” I have prepared a little folder in aiding 
the imagination relative to this cruise. 

Have you taken on ample stores? Have you trained 
your crew sufficiently? Does each man know his job, 
or is he just another “credit gob”? Is there sufficient 
fuel in your bunkers? Are your decks scrubbed and 
clean? Is your ship propelled by modern machinery? 

Are you equipped to handle first-class, cabin-class, and 
steerage passengers? Can your ship stay at sea for long 
periods of time and bear up under all types of poundings? 
Can it weather the roughest of storms? Does it have 
the most modern instruments? Do you have to rely 
on “dead reckoning” or can you plot a true course; and 
are you capable of taking into consideration current 
business drifts? What charts do you need? Will it be 
possible for you to determine while at sea your exact 
position at all times? When the “business barometer” 
begins to fall, what precautions do you take? Are the 
“hatches” of your business ship securely battened down? 
Or is it possible that your credit ship is weak at the seams 
and endangered by many credit leaks? 

If we can answer these questions properly, we can 
feel assured that our credit ship is ready for work in 
any business waters. If not, changes must be made and 
possibly we may be dry docked. 

I am assuming that our ship is prepared and that 
Passengers are at this moment being welcomed up the 
gangplank. They are shown to their quarters and given 
the run of the vessel. All are ashore that are going 
ashore. We are ready to cast off. We have various 
ports of call, such as the Port of Cooperation, La Con- 
fidencia, Cape Trust, Puerta de Capacity, Isle de Faith, 
and Cuidad Condiciones. En route it will sometimes 
be necessary to alter our course to avoid the business 
hurricanes which arise in this area during certain seasonal 
cycles, and possibly to put in elsewhere for repairs or to 
discharge sick passengers. All of you at one time or 


another in the operation of your business find this action 
necessary. 

It would not be beyond our imagination for some 
passengers to go overboard in rough weather, and it 
would be necessary for us to throw in a life preserver 
or two if possible. It has rarely been our misfortune 
to lose passengers when this has happened, and we always 
make the rescue attempt regardless of the circumstances 
in an effort to bring them once more safe and sound 
upon a dry and steady deck. 

During our trip we pass close to the Sargossa Sea— 
the sea of dead ships. Derelicts are drawn by currents 
into this void to close out their lives. So it is with any 
dead and drifting. credit department which finds itself 
drawn into the Sargossa Sea of business to be forever 
mired down in the seaweed of business failures and credit 
ignorance. Many times during our trip our passengers 
will inquire of the skipper just what course we are taking 
and to what ports of call we are bound. Our skipper 
may point with pride to the shoreline of the Isle of Faith 
and to the fact that we call at the City of Conditions at 
which port we take on cargo. 

When our journey draws to a close the captain usually 
has a special ball at which time the line expresses its 
gratitude for the patronage received, and goes “all out” 
towards assuring the travelers that there is always a 
stateroom ready for their use. It is our desire to leave 
a most happy impression upon all of our passengers when 
they disembark from our ship and provide for them a 
constant welcome if they see fit to sail with us again. 

We have a final duty in answering to the owners of 
our ship as to whether our trip has been a profitable one 
and whether we have given of our best in business and 
human relations, which will sooner or later bring our 
passenger friends back to us again for another journey. 

So, give me a ship which is a ship, and that is good 
enough for me. And give me a credit department which 
is a real credit department and I will take it into any sea. 
And if my job has been well done, my passengers will 
always ask, “Skipper, can I sail with you again?” *** 
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OR MANY YEARS I have been keenly in- 

terested and closely associated with the credit 
policy of department stores. I believe that credit, 
properly controlled, not too liberal, and not too 
conservative, can either make or break an organi- 
zation. Credit sales are the backbone of any suc- 
cessful business. 

I am sure you can recall the methods used in extend- 
ing credit 15 or 20 years ago. In that period, department 
store customers requested credit. It was considered a 
privilege to have a charge account. If they did not own 
property they could not get a personal charge account. 
It was the rule, rather than the exception, to ask for a 
guarantor. You don’t do that now, do you? And why 
not ? 


Vital Part of Our Economy 


In the past few years, consumer credit has become 
recognized as a vital part of our economy. Previously, 
it had been considered in the nature of a questionable 
practice for anyone. In permitting consumers to use 
their credit for present purchases to be paid out of future 
income over a period of time, we are doing no more than 
to apply sound business practices to the individual. Manu- 
facturers, wholesalers, distributors, retailers, bankers and 
farmers pay for their capital investments over the years 
out of income. The consumer, through his credit, is 
also paying for his investments out of future income. As 
an example, an electric icebox can be paid for over a 
period of 15 months. 


This always has been sound business practice. The 
individual is also a business. When credit is extended 
wisely to him it too becomes a sound business practice. 
Of course I realize that some of our leading and brilliant 
economists are worried about these millions on paper. 
They fear that John Q. Public is getting out on a limb 
and that a chaotic condition comparable to the 1929 
crash is in the offing. These same economists appear to 
ignore entirely the fact that our own government is in 
debt for many more billions than we of our generation 
and several generations to come can repay, but appar- 
ently no one is putting on the brakes. 

Please do not misunderstand my thinking. I am in 
accord with any reasonable regulation that our govern- 
ment sees fit to apply to consumer credit, if by so doing 
business is not seriously affected. You will note that I 
stress business and I do so because I want to make my 
case clear. I want to prove that intelligent extension of 
credit is as big an asset toa the growth of a department 
store business as advertising, display and good salesman- 
ship. In fact, credit men and credit women are salesmen. 
First of all you sell yourselves. You are either a good 
piece of merchandise worthy of 100 per cent markup or 
you are a basement markdown. 

As an executive it would seem that I should be an office 
prisoner. However, I am not. I do not spend all my 
time there. I float around, and here are some thoughts 
engendered while in transit through our credit depart- 
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The Credit Manager—A Business Guilder 


ROBERT A. RALSTON, Secretary-Treasurer, Frank & Seder, Philadelphia, Pa. 
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ment. I learn that efforts are put forth by our credit § through 
department staff to solicit and hold credit business, good § yoyr ow 
sound credit business. My close contact with credit ® Tr 
managers over the years is my qualification for stressing daily rey 
the fact that in your credit department you make or break Sector, € 
your business. Your credit manager or his able assist- aw P 
ants are in many instances the first person or persons con- departm 
tacted by a new customer. Prompt, courteous and efh- uur ret 
cient handling of the application, ability to judge the cus- solame. 
tomer’s apparent credit worthiness, even before securing A 
a credit report, is an asset to the credit manager, and an vou ; 
asset to the business as a whole. — = 
Of course, there always will be unexpected casualties — 
after the credit is extended. Business has them too. coh a 
They are part and parcel of any kind of credit exten- ant oe 
sion. What you, as credit managers, must do is to elim- “anny 
inate as much as possible these unexpected casualties by On t 
not taking undue chances, yet sell every possible customer, loss on 
who is worthy of credit. _ A 
For our purpose, I am considering credit generally, — 
both instalment and open account. What I have to say — 
applies to the credit manager of consumer credit. He is — 
now in management, and being in management, he can Cred 
no longer continue enmeshed in details that prevent his § °™" 
operating as a manager. — 
The details of the application, investigation, approval ae 
and collections can well be done by experienced and <a 
trained clerks. The credit manager must keep himself =— ; 
free to increase credit sales volume, maintain collections sore - 
and keep losses at a minimum. How in the world can You 
he initiate policy if he is chained to his desk in the dot- jg Y 2" 
ting of “‘i’s” and crossing of “t’s”? Moreover, he cannot, § °° Put 
and should not, receive the salary of an executive admin- good 
istrator for occupying a chief clerk’s position. throug 
You and I know that the consumer credit manager's collect 
position has moved out of the chief clerk’s class into exec- Poor 
utive administration. Are you prepared to be a con- _— 
sumer credit administrator? Let us examine the duties 
of such an important position. 
Ons 
Avoid Employee Turnover § be ge: 
First is employee relations. You must have a well- nue 
trained, closely knitted and harmonious operation, and Se 
your associates must look up to you as a leader. There gt 





is no question, if you are going to have an efficient or- 
ganization, that you must consider the welfare of your 
associates at all times, and avoid employee turnovers. It 
costs money to train a new employee. The continuous 
change of employees definitely shows bad planning and 
lack of leadership. Reasonable salaries, hours, relief 
periods, production records, vacation schedules and other 
employee protection should be planned for yourself and 
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your employees. I } 
Once these matters are a part of your planning, a focus 
written manual of your operations should be developed. aunt 
Every operation should be covered and kept up to date. § ™“™ 
This will afford you standardization and a decrease in on 
yir 


training time. 
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Now that you have a plan and a manual of operations 
your most important job is to make sure that all your 
associates understand it. You should appoint efficient su- 
pervisors for each department and charge them with the 
responsibility to train their own workers. Meet frequent- 
ly with your supervisors and pass your instructions 
through them to their employees and take this burden off 
your own shoulders. 


Now you are ready to set up your checking system of 
daily reports that will keep you in touch with your load 
factor, employment conditions, production and adminis- 
trative statistics. Having organized the detail of your 
department, you are now ready to administrate, plus doing 
your real job and that is, how to increase credit sales 
volume. 

You are, as a credit manager, the most important sales- 
man in the store, the bank, the loan company or service 
organization. No sale is really consummated until the 
cash is in the till. Anybody can give away merchandise 
and that is exactly what you do when you charge to 
profit and loss. 

On the other hand, a reasonable charge to profit and 
loss on increased volume is a substantial contribution to 
gross profit. It pays to increase volume through credit 
expansion done wisely. You can do this by opening new 
accounts; by serving customers promptly, by making ad- 
justments promptly and by a speedy collection follow-up. 

Credit expansion is possible through new accounts, 
present customers and re-activating old accounts. I am 
not going to spend any time discussing soliciting new 
accounts. There have been reams of material written on 
the subject. All that is required is hard work, and any 
plan that has hard work in it will obtain and develop 
new accounts. 


Your real problem is to keep your customer open to 
buy and actually buying. You spend thousands of dollars 
to put a customer on your. books, but if you fail to build 
good will toward your company by that customer 
through poor service, ungracious employees and. antique 
collection methods, your money has gone down the drain. 
Poor service can be the fault of selling, delivery, credit 
interview, adjustment and collection department. 


Hesitancy In Asking For Payment 


One thing is certain. Your entire organization should 
be geared to a speedy settlement of all service to your 
customers. I do not believe that customers who become 
seriously delinquent on their accounts are good customers 
with you. I think there is a lot of wishful thinking along 
this line. Your delinquent customer is more inclined to 
make his cash purchase from your competitors, and it is 
my opinion that we should discard some of our present 
thinking about collection procedure. In other words, the 
customer’s account is delinquent, and we should not hesi- 
tate to ask for payment. ‘Then based upon the facts, 


where necessary, use stronger method to enforce payments, 


and continue to step up the pressure. 


I have tried to present some food for thought that will 
focus your thinking on your job as an administrative 
executive of your business. I believe that the credit 
manager today must assume this role in modern business 
if he is to fulfill his obligation to his firm, and to the 
buying public it serves. wae 





CREDIT DON'TS 


. DON’T extend credit without first obtaining a 


complete credit report on the applicant. 


. DON’T extend credit on a “hunch” or the fact 


that you are acquainted with the applicant, or he 
has been a cash customer. 


. DON’T make a partial check by telephoning or 


writing references furnished by the applicant. 
Naturally, in most cases, he will be in good stand- 
ing with such firms. A complete credit report, 
in the long run, will prove the cheapest and you 
will be assured of good and bad information alike 
—a true picture of the applicant’s record and 
ability to pay. 


. DON’T withhold information from your Credit 


Bureau longer than is required to check your 
records. It slows up the service of the Bureau 
and the inquiring member and makes for extra 
handling by all concerned. This increases the 
cost of Bureau operation and additional costs 
must be absorbed by all members. 


. DON’T extend credit in the face of unsatisfactory 


information, because you may feel that the cus- 
tomer will pay you—that you are a better col- 
lector. It just doesn’t happen that way often 
enough to warrant the risk involved. 


. DON’T show your feelings in collection letters to 


customers who have ignored previous requests for 
payment. Judgment and diplomacy are required 
in handling collections and particularly so with 
such customers. 


. DON’T threaten to take certain action and then 


back down. Don’t threaten until you mean it 
and then follow through in accordance with your 
letter. 


. DON’T permit past-due accounts to run indefi- 


nitely. If you are unable to make collection within 
four and not more than six months, other steps 
should be taken. The longer you delay action, 
the more difficult the collection. Usually collec- 
tion fees are based on the age of accounts and 
collection prospects are brighter in the early 
stages of delinquency. Therefore, you save money 
when such accounts are promptly placed in the 
hands of the collection department of the Credit 
Bureau or the agency used by you for this pur- 
pose. 


. DON’T delay closing accounts of slow-paying 


customers or those who overbuy and cannot be 
educated to pay according to the store’s terms. 
Your bad debts are largely made up of accounts 
in the two categories, plus those on which credit 
was extended without sufficient information. 


. DON’T fail to attend meetings of your local as- 


sociation. Discussions at such meetings and be- 
coming better acquainted with your fellow credit 
granters will pay dividends to you and your firm. 


. DON’T fail to read every article in The CREDIT 


WORLD each month. You never know when 
you may run across the very idea you are look- 
ing for. Systematic reading of The CREDIT 
WORLD will keep you abreast of the times in 
the retail credit field, is educational and broaden- 
ing. It will make you a better credit manager or 
credit assistant. 
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The 1948 Credit Management Year Book 
(Credit Management Division, National Retail Dry 
Goods Association, 100 West 31st Street, New York 1, 
New York, $6.00 to members of N.R.D.G.A., $10.00 
to non-members). This practical reference handbook is 
an essential factor in the maintenance of an alert credit 
department ; for it constitutes a complete résumé of credit 
problems, methods, and controls. New and profitable 
ideas in planning and executing a campaign of credit sales 
promotion are considered ; as are methods of reducing oper- 
ating expense, and planning a budget. The book also 
offers a complete analysis of revolving credit ; the expense 
problems it presents, how it is controlled, and details of 
its planning and installation. Other phases of credit 
management considered are the questions of financing 
through accounts receivable; cycle billing, and its ad- 
vantages to medium and smaller stores; collections, and 
their maintenance; and subjects of importance to the 
credit executive, controller, and store manager. 


ay 


How To Interview Credit Customers (Phila- 
delphia Credit Bureau, 1211 Chestnut St., Philadelphia 
7, Pa., 15 pages, mimeographed, 50 cents). This is the 
proceedings of a dinner-panel discussion held last Spring 
in Philadelphia. Subjects discussed were: identification ; 
employment; payment record and terms; and the im- 
portance of income. ‘The moderator was Charles F. 
Sheldon and the panel members consisted of Clarence E. 
Wolfinger, Alexander Gunther, Charles E. Gabriel, and 
Frank Crutchley; all experts in their field. 

aa 

Proceedings of the National Conference on 
Consumer Credit (Ohio State University Publications, 
College of Commerce Conference Series, No. C-53, 
Columbus 10, Ohio, 162 pages, 50 cents). A report of 
the conference held on' March 23 and 24, 1948, designed 
to provide an opportunity for a re-examination of the 
fundamental aspects of consumer credit and finance. The 
National Retail Credit Association was one of the eight 
sponsors of this conference, 





Canada for many years. 
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JUST MAIL your question to the National Retail Credit Association, 218 Shell Building, 
St. Louis 3, Mo, BEFORE DECEMBER 17, 1948. Credit organizations throughout the coun- 
try will welcome your response to this invitation for open discussion at their local meetings. 


John Nelson Keeler 


JOHN NELSON KEELER was born in East Smith. 
field, Pennsylvania, August 16, 1876. He graduated from 
Mansfield State Teachers’ College in 1898, and later at- 
tended Grove City College. He 
began teaching school in Pennsyl- 
vania, and later taught at Saint 
John’s, Oregon. With Meier and 
Frank, in the credit department from 
1904 to 1914, and from 1914 to 
1919 he was with Olds and King, 
of the same city. He was owner 
and manager of the Credit Report- 
ing Company of Portland, Oregon, 
from 1919 to 1944, when he retired. 
He served for many years as secre- 
tary of the Retail Credit Association of Portland, and 
served as chairman of the service division of the National 
Retail Credit Association in 1933-34, now known as the 
Associated Credit Bureaus of America. He was a director 
of the N.R.C.A. in 1932-34. He was a Rotarian, thirty- 
second degree Mason, Albert Pike Blue Lodge, past patron 
of Eastern Star, Al Kader Shrine, and a member of the 
Elder Moreland Presbyterian Church. He was also a 
trustee of Lewis and Clarke College. He is survived by 
his widow, Martha Bodine Keeler, and a sister, Mrs. Earl 
Brooks, of East Smithfield, Pennsylvania, to whom the 
National Retail Credit Association extends its deepest 
sympathy. 








Red Deer, Alberta, Association Organizes 


The Credit Granters’ Association of Red Deer, Alberta, 
Canada, announced the recent organization of their asso- 
ciation, by means of a full-page ad in their local paper, 
The Red Deer Advocate, on September 22, 1948. The 
announcement was headed, “Credit Abused . . . . is Credit 
Refused”. The page was designed to point out the bene- 
fits of a credit association to retailer and consumer alike. 
The forty-two members of the association were listed 
alphabetically in two columns. Banners centered down 
the page between them stated the Code of Ethics of the 
Credit Granters’ Association of Red Deer, and instructions 
on guarding individual credit standing. Emblems of The 
National Retail Credit Association were prominently 
displayed. ; 


What 9s the Most Important Credit Problem for 19497 


HAVE YOU EVER felt a need to discuss your retail credit problems with someone qualified 
to understand them? We are offering you an opportunity to share your serious credit prob- 
lems in the conviction that such a sharing may lighten your individual burden. 


WHAT IS the most troublesome credit problem which you expect to contend with in 1949? 
Send us the question and if it does not exceed 75 words in length, we will publish it in sub- 
sequent issues of The CREDIT WORLD. This melting pot of annual credit problems has been 
regarded as the pertinent opinion of the retail credit profession in the United States and 
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The Importance 
Of Income 


Charles E. Gabriel, Credit Manager 
Danneman Furniture Co., Philadelphia, Pa. 


AS THE SCALE of living goes up, the average weekly 
expense per person rises too; so that income tie-in with 
family groupings is a very essential consideration in de- 
termining your applicant’s credit standing. 

Forty and four is a good rule to use as a basis for credit 
extension. We know from experience that a minimum 
weekly expense per person for food, shelter and other 
essentials will average $10.00 or higher. Therefore, if a 
family unit consists of four persons and the take-home 
pay is $40.00 per week, there would be little or nothing 
left for other than absolute necessities. 

Also, consider a mechanic earning perhaps $65.00 
weekly, with a wife and three small children to support, 
as against another employed in like capacity with similar 
earnings, but with only a wife as dependent. Or, a 
third in the same bracket whose wife and older children 
may be employed. The difference in paying ability is 
obvious. Therefore it is necessary to obtain data along 
these lines. 

The first question should be: “Is Mrs. Smith em- 
ployed?” and second, “Are there any children employed ?” 
Affirmative answers would necessitate questioning as to 
the occupation, employer’s name, etc., of each; also addi- 
tional income such as retirement, pensions, and govern- 
ment insurance, for these sources add to the applicant’s 
ability to pay. 

As for automobile registrations, you should take down 
the motor number, as well as name and address. This 
should be asked of single persons, those living in furnished 
apartments, or in unfavorable neighborhoods. Also, 
should my applicant have recently purchased a home, I 
request the name of the agent through whom the pur- 
chase was made. Union affiliation is asked only in cases 
where my applicant is a mechanic, driver, warehouseman 
or the like. I always secure a relative’s name and ad- 
dress, which is essential; and often a personal reference 
such as the family physician or the pastor. 

Information secured on your application when you 
decline the account should be noted on a decline card to 
enable you to help a fellow member of your association 
should they apply to him for credit, or assist in locating 
them should they default. 

If the application is well taken you are greatly assisted 
in the proper collection of your account. It is well to 
avoid as many questions as possible. Often one will 
suffice for two. Should you discover anything that might 
reflect on your applicant’s credit standing, it should be 
noted, so that an analysis of the application will reveal 
every fact pertinent to family income as a basis for credit. 





To do more business profitably, and to help 
locate “lost customers,” always take a com- 
‘plete credit application from all new accounts 








and check these through your Credit Bureau. 





Stephan A. Bialecki 


STEPHAN A. BIALEcKI, Credit Manager, Milwaukee 
Gas Light Company, is retiring, after serving his com- 
pany since October 23, 1903. Mr. Bialecki is a past 
president and honorary director of the Milwaukee Retail 
Credit Association; member and past chairman of the 
Credit Committee of the Milwaukee Association of Com- 
merce; member of the Milwaukee Association of Credit 
Men, and was actively associated in the organization of 
the local credit bureau in 1912. He organized the N.R.- 
C.A. Utility Group at the annual conference in Milwau- 
kee, June, 1923. This was the first National meeting of 
utility credit executives. He has been active in the Wis- 
consin Retail Credit Association. Steve’s retirement oc- 
casioned a testimonial dinner sponsored by the Milwaukee 
Retail Credit Association on October 27, at which time 
Karl Meisner presided, and W. H. Wittwer, Manager, 
Credit Sales, Wolff, Kubly & Hirsig Company, Madison, 
was guest speaker. Erwin Kant, August Wehl, Fred 
Krieger, Etta Wiedeman, Herman §. Garness, Eugene 
Lecher, Gene Paulus, Fred Muth, and P. Sampone, also 
paid tribute to his ability, personality, and loyalty, and pre- 
sented him with a table radio. Mr. Bialecki has been a 
supporter of civic, fraternal, and religious organizations; 
and dinner speakers mentioned his devotion to church and 
family, loyalty to associates, and faithfulness to his em- 
ployer. Friends throughout the country wish him happi- 
ness in the leisure activities of retirement. 


R. C. Warren 


R. C. WARREN, manager of the Credit and Collection 
Department of the Arkansas Power and Light Company, 
Pine Bluff, Ark., has retired after more than 21 years of 
active service. Prior to his managerial duties, Mr. War- 
ren served his organization as purchasing agent, having 
previously followed a varied career as chemist, assistant 
manager, and superintendent, respectively, of such firms 
as the Armour Packing Company, the Marianna Cotton 
Oil mill, the Hope Fertilizer Works, and others. Mr. 
Warren has been active in retail credit associations: past 
president of the Seventh District of the National Retail 
Credit Association and director of the National associ- 
ation at the present time. He is a native of Terre Haute, 
Indiana, where he attended public schools; and a gradu- 
ate of Rose Polytechnic Institute with the degree of 
Bachelor of Science in Chemical Engineering, and later 
received the additional degree of chemical engineer from 
the same institution. Bob, as he is known to his friends, 
is associated with religious, fraternal and social groups; 
a devoted family man and churchman. He will continue 
to make his home in Pine Bluff, where friends and asso- 
ciates enthusiastically wish him continued health and 
happiness in his retirement for many years to come. 
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John F. Clagett 


THE NATIONAL RETAIL CREDIT ASSOCIA- 
TION has engaged the law firm of Clagett and Schilz 
as its Washington counsel. 

Harold L. Schilz was for twelve years a Special As- 
sistant to the Attorney General of the United States in 
the Anti-Trust Division of the Department of Justice. 
During that time he participated in the prosecution of 
more than twenty anti-trust cases, both civil and criminal. 
In 1945 he resigned from the Department of Justice to 
enter the private practice of law and has carried on a 
general civil and anti-trust practice. He is a member of 
the District of Columbia and Virginia bars and holds 
membership in various Federal court and administrative 


N.R.C.A. Engages Washington Counsel 


The law firm of Clagett and Schilz has 
been retained as its legal counsel in 
Washington, D. C. 


Harold L. Schilz 


agency bars. He is the author of “Post-war Operations 
of Export Associations under the Webb and Sherman 
Laws,” Virginia Law Review, June, 1945. 

John F. Clagett has engaged in the practice of law be- 
fore the Federal Courts and Departments since 1945, 
specializing in radio, television, motion picture and anti- 
trust matters. He was a Special Assistant to the At- 
torney General of the United States in the Anti-Trust 
Division for eight years. He is a member of the District 
of Columbia and Maryland bars, and holds membership 
in various Federal court and administrative agency bars. 
During the war he served as a major in the Personnel 
Division of the General Staff of the Army Air Forces. 








Legislative Committee Resolution 


The Legislative Committee of the National Retail 
Credit Association passed the following resolution in 
Washington, D. C., October 26, 1948: 

Wuereas, the Board of Governors of the Federal 
Reserve Bank has announced its intention of considering 
amendments to Regulation W the objectives of which 
will be: 

1. To include modernization and repair loans within 

the terms of the Regulation, 

2. To incorporate therein a penal provision rendering 
invalid and unenforceable contracts which do not 
conform to the provisions of the Regulation, 

AND WHEREAS it is the unanimous opinion of this 
Committee that the proposed amendment first mentioned 
is unnecessary, oppressive to home owners and would re- 
tard the expansion of public housing and improvements 
at a time when such expansion is essential to the public 
welfare, 

AND WHEREAS it is the opinion of this Committee that 
the penal provisions proposed would impair the obliga- 
tions of contracts otherwise enforceable under the laws 
of the several states and would violate the due process 
clause of the Constitution. 

NOW, THEREFORE, BE IT RESOLVED that the Legislative 
Committee of the National Retail Credit Association go 
on record as being opposed to the amendments proposed, 
and that copies of this Resolution be forwarded to the 
Federal Reserve Board in Washington. 


Amendment to Regulation W 


Effective November 1, 1948, Section 6 (g) of Regula- 
tion W is amended to read as follows: 
“(g) Delivery in anticipation of instalment sale. 
“Except as provided in the following paragraph, in case 
a listed article is delivered in anticipation of an instal- 
ment sale of that article or a similar article (such as a 
delivery ‘on approval,’ ‘on trial,’ or as a ‘demonstrator’ ), 


18 fREvece ise 


the registrant shall require, at or before the time of such 
delivery, a deposit equal to the down payment that would 
be required on such an instalment sale. 


“In order to qualify as an exception to the preceding 
paragraph the article must be an article listed in group B, 
the delivery must be exclusively for the purpose of a 
bona fide trial, approval or demonstration, and the regis- 
trant must, within ten days after such delivery, obtain 
the down payment referred to in the preceding paragraph 
or the return of the article. Every such case shall be 
evidenced by a written agreement signed by the respec- 
tive parties, of which a copy shall be given the prospective 
purchaser at or before the delivery of the article, and 
such written agreement shall clearly and prominently 
state that (1) the delivery is exclusively for the purpose 
of a bona fide trial, approval, or demonstration, and (2) 
the prospective purchaser will make the required down 
payment (the amount of which shall be stated in the 
agreement) within ten days after delivery of the article 
for trial, approval, or demonstration or will return or 
release the article within such ten day period. 


“In calculating the maximum maturity in connection 
with transactions under either of the two preceding 
paragraphs, the date of delivery of the article sold shall be 
considered the date of the sale.” 


Registration Under Regulation W 


Each person, including a partnership, corporation or 
association, engaged in the business of making regulated 
instalment sale credits or instalment loans in a principal 
amount of $5,000 or less is required to register with the 
Federal Reserve Bank in your District. Copies of the 
prescribed form of registration statement (F.R. 563-b) 
have been supplied to all registrants under the former 
regulation. In the case of newly created businesses, reg- 
istration statements should be filed within 60 days after 
the dates such businesses become subject to the regulation. 
Failure to file a registration statement by November 19 
is a violation of Regulation W. 
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National Membership Activities 
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Here is the roll of new National Units which have 
been organized since June, 1948: 


City 
Crossville, Tennessee 
Silver Springs, Maryland 
Trov, Alabama 
Saskatoon, Sask., Canada 
Courtenay, B. C., Canada 
Kirkland, Washington 
Shelton, Washington 


Date Members 

June 18, 1948 

July 15, 1948 

July 20, 1948 

August 13, 1948 

September 28, 1948 

September 30, 1948 

October 8, 1948 


Red Deer, Alta., Canada 
Burlington, North Carolina 
Anniston, Alabama 
Newberg, Oregon 


October 14, 1948 
October 15, 1948 
November 8, 1948 
November 22, 1948 


New members reported by Districts from June 1, 1948, 
through November 26, 1948. 


District Members 
90 
51 
175 
156 
35 
206 
97 
80 


10 

11 

12 

13 — 

Foreign , 
i ae ea ee, 


Old Associations reporting 25 or more new members 
since June 1, 1948, through November 26, 1948. 
District City 

Montreal, Quebec, Canada 
Springfield, Massachusetts 
Providence, Rhode Island 
Atlanta, Georgia ‘ 
Johnson City, Tennessee . 
Omaha, Nebraska 

Kansas City, Missouri . 
Wichita, Kansas . 
Denver, Colorado 

Salt Lake City, Utah . 
Kamloops, B. C., Canada 
Seattle, Washington . 
Spokane, Washington 
Tacoma, Washington 


Members 


*60 Educational memberships not included. 


A | 53 
11 Los Angeles, California. ....... 85 
San Francisco, California. ....... 53 
12 Wilmington, Delaware. . ....... 33 
ks, ee be ee ee ee 
Malpore, Miaryiaead . . . + + +2 os BB 
Pittsburgh, Pennsylvania . . 209 


* & 
1,000th Member in Pittsburgh 

L. S. Crowder, General Manager-Treasurer, National 
Retail Credit Association, visited Pittsburgh, Pennsyl- 
vania, and addressed the Directors of the Retail Credit 
Association at a luncheon November 2, 1948. He 
welcomed Messrs. A. S. Rosenthal and M. Marcus of 
Armour & Company, as the 1,000th member in Pitts- 
burgh of the National Retail Credit Association. This 
makes Pittsburgh the largest unit in the national; and 
since June 1 of this year, Pittsburgh has secured more 
than two hundred members. 

The Credit Bureau’s outside representatives, Messrs. 
Charles E. Scherer, J. L. McGovern, and Albert Spur- 
rier, working with Messrs. James H. Feustel, Office 
Manager, and R. M. F. Young, Manager of Collection 
Department, under the direction of the Bureau Manager, 
are making a special drive and thejr efforts are showing 
excellent results. 

The picture below, left to right, shows Col. Franklin 
Blackstone, Credit Manager, Frank & Seder; Messrs. 
L. S. Crowder; Tom L. Ford, Secretary-Manager, The 
Credit Bureau; and Joseph A. White, Vice-President, 
Harris Stores Company. Col. Blackstone and Mr. 
White are past presidents of the N.R.C.A., past presi- 
dents and directors of the Retail Credit Association of 
Pittsburgh, and directors of The Credit Bureau. Col. 
Blackstone is Vice-President and Mr. White is Treasurer 
of The Credit Bureau. Mr. Ford was formerly a de- 
partment store credit manager and is completing his 
sixth year as Manager of the Credit Bureau. He has 
been an officer of the Retail Credit Association of Pitts- 
burgh, for many years and is at present Secretary and 
Director. 
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( ) « ee 
redit Executives Visit Dallas 

When ten presidents and past-presidents of credit 
organizations get together in any place other than in 
convention, that is news! It all came about in this way. 
As the Dallas credit bureau has gained nationwide recogni- 
tion for having perfected a new system for producing 
credit reports for its members within three to eight 
hours, and reports for other cities in a like period of 
time, a delegation of St. Louis credit executives decided 
to visit the city to look over the bureau’s system and 
the systems used in the credit offices of some of the 
leading Dallas stores. The delegation was met at the 
station by J. E. R. Chilton, Jr., Howard G. Chilton, 
and H. M. Tobolowsky; taken to breakfast, then for 
an inspection tour of the bureau. At lunch they were 
entertained with a Texas barbecue, after which they 
returned for further inspection of the bureau’s system. 
That evening the group was entertained with a dinner 
in the Century Room of the Hotel Adolphus by F. Wm. 
Johnson. The next day was spent by the group in tour- 
ing the Dallas stores. 

In the picture below, shown from left to right: E. 
FE. Paddon, Manager of Credit Sales, Lammert Furni- 
ture Company, St.Louis, Mo., Past President, National 
Retail Credit Association; J. O. Yeargan, Assistant 
Secretary-Manager, Fakes & Co., Dallas, Texas, Presi- 
dent, Dallas Retail Merchants Association; David D. 
Bolen, Credit Sales Manager, Famous-Barr, St. Louis, 
Mo., Past President, National Retail Credit Association ; 
Robert A. Ross, Vice-President, Neiman-Marcus Co., 
Past President, National Retail Credit Association ; 
Howard G. Chilton, Vice-President, Merchants Retail 
Credit Association, Dallas; H. M. Tobolowsky, Secre- 
tary and Credit Sales Manager, E. M. Kahn Co., 
Dallas, President, Retail Merchants Association of 
Texas; F. Wm. Johnson, Credit Sales Manager, Neiman- 
Marcus Company, Dallas, President, Dallas Retail Credit 
Managers’ Association; J. E. R. Chilton, Jr., President, 
Merchants Retail Credit Association of Dallas, Past 
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Coming District Meetings 

District Two (New York and New Jersey) and Dis- 
trict Twelve (Delaware, District of Columbia, Mary- 
land, Pennsylvania, Virginia and West Virginia) will 
hold a joint annual meeting in the Hotel New Yorker, 
New York, N. Y., February 27, 28, and March 1, 1949. 

District Three (Florida, Georgia, North Carolina and 
South Carolina) and District Four (Alabama, Louisiana, 
Mississippi and Tennessee) will hold a joint annual meet- 
ing in Nashville, Tenn., April 24, 25, 26 and 27, 1949, 

District Five (Ohio, Michigan, Ontario, Canada, and 
Kentucky) and District Thirteen (Illinois, Indiana, and 
Wisconsin, except Superior) will hold a joint annual 
meeting at the Netherland Plaza Hotel, Cincinnati, Ohio, 
February 20, 21, 22 and 23, 1949. 

District Seven (Arkansas, Kansas, Missouri and Okla- 
homa) will hold its annual meeting at the Muehlebach 
Hotel, Kansas City, Mo., March 13, 14 and 15, 1949. 

District Eight (Texas) will hold its annual meeting in 
Dallas, Texas, May 1, 2 and 3, 1949. 

District Eleven (Arizona, California, Nevada and 


Hawaii) will hold its annual meeting in Bakersfield, 
Calif., April 25 and 26, 1949. 





President, Associated Credit Bureaus of America; E. 
P. Kirkpatrick, Credit Sales Manager, Fakes & Co., 
Dallas, First Vice-President, Dallas Retail Credit 
Managers’ Association; Robert L. Akins, Manager of 
Operations, Arthur A. Everts Co., Dallas Past Presi- 
dent, Dallas Retail Credit Managers’ Association; Fred 
C. Marth, Secretary and General Manager, A. Harris 
& Co., Dallas, Past President, Retail Merchants Asso- 
ciation of Texas; Kenneth Oetzel, Credit Sales Manager, 
Boyd Richardson, $t. Louis; A. J. Kruse, Manager, 
Associated Retail Credit Men and Credit Bureau of 
St. Louis; and R. E. Hill, Credit Sales Manager, W. 
A. Green Co., Dallas, Past President, Dallas Retail 
Credit Managers’ Association. 
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Anne R. Rowell 


Anne R. Rowell, Credit Manager for more than 50 
years at Miller Brothers Company, Chattanooga, Ten- 
nessee, died suddenly October 24. Miss Rowell had 
been active in the local credit association and the N.R.- 
C.A., being a member of the Quarter Century Club; 
and had played an active part in the commercial life 
of Chattanooga. 





New Folder Available 


A new folder illustrating our 37 stickers and 2 inserts 
in four colors is now available. In addition, a price list 
of all available supplies is included. Write for one today. 
It is free on request. Write the N.R.C.A., 218 Shell 
Building, St. Louis 3, Mo. 


—_—Positions Wanted , 


Canadian, desires to obtain position offering greater 
opportunities. One of Canada’s leading credit execu- 
tives; over 20 years’ experience in wholesale and retail 
credit. Good analyst and excellent administrator. Age 
43. Northern States or Canada preferred. Box 1281, 
The Crepir Wor -p. 

Man 47, with twenty years’ experience as office execu- 
tive, Credit Manager and Credit Bureau work, desires 
connection with large and reliable retail or wholesale 
firm or credit bureau in executive capacity. At present 
employed but would consider change by January 1, 1949. 
Best of references as to character, habits and ability. If 
you have such a position open or will have by the first of 
the year write Box 1282, The Crepir Wor p. 

Credit Supervisor, desires transfer to Eastern territory. 
Ten years’ experience. At present supervising 20 retail 
stores with three million dollars outstanding. Any rea- 
sonable offer considered. Box 1283, The Creprr Wor .p. 

Crepir SALES MANAGER, twelve years with two large 
national chains, wishes to utilize this experience with an 
expanding chain or independent merchant. Handled 
credit sales promotions, extensions, and collections up to 
four million dollars a year. Box 1284, The Crepit 
Wor _p. 

SITUATION WANTED. Credit manager of 10 years’ ex- 
perience in ready-to-wear. Could assume complete charge 
of jewelry or department store office. Married. Age 36. 
Valuable collection and systems experience. Reason de- 
siting change, limited opportunity. Box 1285, The 


Crepir Wor .p. 
For Sale 


Small, well-established credit bureau in Pacific North- 
west. Box 1286, The Crepir Wor -p. 


Final Notice 


IF YOU PAID the registration fee of $10.00 
and were unable to attend the Banff Con- 
ference, write the National office, 218 Shell 
Building, St. Louis 3, Mo., at once and the 
amount will be refunded. 

















H. C. Hendrix in New Position 


H. Coburn Hendrix, for the past seven years Credit 
Executive of Cohen Brothers, Jacksonville, Florida, will 
assume the duties of Credit Manager of that concern 
shortly. Mr. Hendrix was formerly Assistant Credit 
Manager for Lovemen, Joseph & Loeb of Birmingham, 
Alabama, being transferred later to the Kaufman-Straus 
Company in Louisville, Kentucky, as Credit Manager. 
He is a native of Birmingham, Ala. He has been a Direc- 
tor in the Credit Rating Company, and past-president of 
the Retail Credit Men’s Association of Louisville; also 
Director and Vice-Chairman of the Credit Management 
Division of the National Retail Dry Goods Association, 
of which he is now Chairman of the Board of that organ- 
ization. 


Louisiana Retail Credit Association 


At the 12th Annual Convention of the Louisiana Re- 
tail Credit Association held recently, the following officers 
and directors were elected: President, W. W. Stevens, 
Hemenway-Johnson Furniture Co., Alexandria; First 
Vice-President: Gerald E. Tell, D. H. Holmes Co., 
New Orleans; Second Vice-President, Abner W. Causey, 
I. M. Causey Co., Baton Rouge; and Secretary-Treas- 
urer, Julie J. Beer, Louisiana Savings Bank & Trust Co., 
New Orleans. Directors. M. L. Moore, Jr., Credit Bu- 
reau of Lafayette; D. L. Davidson, Women’s Shop, 
Monroe; P. A. Howell, Hemenway-Johnson Furniture 
Co., Shreveport ; C. B. Weekly, Morris Dixon Drug Co., 
Shreveport; J. Az. Taylor, Rapides Bank & Trust Co., 
Alexandria; and Catherine C. Chavonne, Muller Co., 
Ltd., Lake Charles. 


N. R. C. A. International in Scope 


The National Retail Credit Association is now truly 
international in scope. In addition to our many members 
in Canada, we now have individual members in Mexico, 
Hawaii, Alaska, England, Australia, Cuba, and Udaipur, 
India. 


Open House at Des Moines 


The Retail Credit Association of Des Moines, Iowa, 
celebrated fifty years of service by holding Open House 
at the bureau offices on Tuesday, November 9. 


New Honor for Carl F. Peck 


Carl F. Peck, Credit Manager, O. A. Dean Dairy 
Company, Cleveland, Ohio, has been appointed to the 
Board of trustees of the Credit Bureau of Cleveland. 
Mr. Peck has been with Dean’s 40 years, the past quarter 
century in credit work and was chairman of the dairy 
group of the Credit Bureau. 


Activities Planned for New Haven, Conn., 
Association 
The New Haven Retail Credit Association inaugurated 
another year of activities, September 29, when its Presi- 
dent, Attorney Samuel White, called the dinner meeting 
to order at the Oneco Hotel. Jack Zuderkoff, manager 
of the local office for the Western Union Telegraph Com- 
pany, gave an informative talk on the suitability of his 
firm’s services to every collection program. Committee 
heads for the annual Christrhds party to be held at the 
Hotel Garde were also announced. 
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Anniston, Alabama 

The Credit Association of Anniston, Anniston, Ala- 
bama, recently elected the following officers and directors: 
President, J. F. Silvey, Sears Roebuck Company; First 
Vice-President, J. F. Bigger, King Motor Company; 
Second Vice-President, L. H. Cutcliffe, Calhoun Credit 
Company; Secretary, H. P. McDaniel, Credit Bureau of 
Anniston; and Treasurer, Mrs. A. E. Ferrell, Ferrell 
Jewelry Company. The Board of Directors are: J. B. 
Johnson, Anniston Motor Company; R. W. Reaves, 
Anniston National Bank; J. B. Hurley, Peoples Discount 
Company; R. R. Bateman, Economy Auto Store, and 
Mrs, Louise Downing, Southern Finance Company. The 
local chapter began functioning and having regular meet- 
ings in June, 1948. 


Annual Meeting at Nanaimo, B. C. 


A memorable occasion in the history of the Retail 
Credit Granter’s Association of Nanaimo, B. C., was 
celebrated at their annual meeting, held September 23, at 


which time Harold Bell of Bell-Mitchell Ltd., past 


president of the local association and director, District 
Ten, N. R. C. A., presented the 1948 membership award 
gavel to President Longie Hill. The picture below shows 
Harold Bell presenting the gavel to Miss Hill. 

One of the main purposes of the meeting was the 
formation of a Credit Women’s Breakfast Club in 
Nanaimo, and the Association had in attendance over 
one hundred girl visitors to learn of the activities of the 
organization. Guest speakers were the President of the 
Tenth District, Seattle) Mrs. Gladys Hale; President of 
Chilliwack C. W. B. C., Audrey Hawkins; and Ella 
Fowler, also of the Chilliwack club. The Vice-President 
of the Vancouver Club, Dorothy Westover, and President 
of the Victoria Club, Audrey Harness, and several mem- 
bers, represented their groups. 
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Detroit, Michigan 
The 1948-49 roster of officers and directors of the Re- 
tail Credit Association of Detroit, Detroit, Michigan, 
reads as follows: President, R. M. Grinager, J. L. Hud- 
son Company ; First Vice-President, Howard J. Hourigan, 
Crowley Milner Company ; Second Vice-President, Mary 
King, Capper & Capper, and Secretary-Treasurer, Paul 
E. Thomas, Merchants Credit Bureau. Directors are: 
M. C. Schultz, Michigan Consolidated Gas Company; 
William K. Van Dusen, Fisher Wall Paper & Paint 
Company; Maurice Wilson, Industrial National Bank; 
William Westphal, J. L. Hudson Company; Wm. J. 
Gordon, Jr., National Bank of Detroit; A. G. McCon- 
nell, Peoples Outfitting Company; Max Heinrich, Smith- 
Orr Company; G. Edwin Morgan, Budget Credits; L. 
E. Keenoy, City Finance Company; Marvelle Towers, 
Russek’s; and Marry W. McMillan, Borden Farm 
Products. 
Lincoln, Nebraska 
Officers and directors elected at the monthly meeting 
of the Lincoln Retail Credit Association, Lincoln, Ne- 
braska, October 12, are: President, Horace Hodgson, 
Kinsey’s; Vice-President, George P. Kimball, Central 
Electric & Gas Company; Secretary-Treasurer, Jack 
Schuetz, Schuetz and Otto. Directors: Ted E. Barger, 
Credit Bureau; H. R. Spencer, State Journal Printing 
Company; Mrs. J. A. Dietrich, Schmoller & Miller 
Piano Company; Fred Cox, Gold and Company; and 
Robert Gohde, General Loan Service. 


Sioux City, lowa 

The Sioux City Retail Credit Association, at their an- 
nual meeting October 18, elected, as President, Mrs. V. 
Sundquist, Burke Lumber & Coal Co.; as Vice-President, 
Bert King, Roberts Dairy; Secretary, H. J. Granter, The 
Credit Bureau; Treasurer, Mrs. Carley Keil, Bekins 
Van and Storage Co., and as Directors: Raymond Bent- 
son, Sioux City Gas & Electric Co., Karl Sauer, E. & W. 
Clothing Co., G. M. Putnam, Sears Roebuck Co., 
Mrs. Lulu Seney, Cownie Williges, and Dora Belitz, 


H. & H. Shoe Co. 


Hattiesburg, Mississippi 
The Associated Retail Credit Managers of Hatties- 
burg, Mississippi, have elected the following officers for 
1948-49: President: B. L. Johnson, Branch Manager, 
G. M. A. C.; First Vice-President, Sam Eisman, Eis- 
man’s; Second Vice-President, George Barrett, Fine 
Brothers Matison Co.; Third Vice-President, Mrs. Lois 
Matthews, Polk Hardware; and Secretary-Treasurer, 
Mrs. Alberta Phillips. Directors: R. A. Avenel, Ave- 
nel’s; Mrs. Ann Scott, Joy’s Credit Store; Kirk Silvey, 
Barron Motor Co.; Frank K. Matthews, Polk Hard- 

ware; and Dell Byrd, The Credit Bureau. 
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Silent Credit Manager 


THE G. M. McKELVEY COMPANY, Youngs- 
town, Ohio, have inaugurated a new system of credit 
expansion which they designate the “Credit Booth,” or 
“silent credit manager.” ‘This is a booth equipped with 
pens, ink, blotters, and applications, and located in a 
busy section on the main floor of the store. The purpose 
of the Credit Booth is to encourage busy shoppers to 
apply for charge privileges. 

It is thought that by this means, those whose time is 
limited, or those who, perhaps, might hesitate to approach 
the credit manager, feeling that the routine procedure 
was scarcely worth the trouble involved, would be im- 
pressed by the simplicity and ease of merely filling out 
an application asking for the credit that, in the last 
analysis, would prove a convenience for them. 

In an effort to streamline the entire credit procedure, 
the application forms have been simplified to utmost 
brevity. One side of the small card prepared for the 
purpose, constitutes, as shown in the illustration below, 
an invitation to open a charge account. It is headed, 
“A SPECIAL INVITATION TO OUR PATRONS,” 
and outlines, in a few words, the salient points of 
Charga-Plate shopping, stressing convenience and time- 
saving. Its wording is brief and courteous, and conveys 
the intended impression of cordiality. ‘The reverse side 
of the card is the actual application blank, spaced for 


name, address, occupation, other pertinent facts, and the 
signature of the applicant. Only a few moments would 
be necessary to supply all the information required. 
The booth itself is a small structure combining the 
features of a desk, a counter, and a box. It stands 40 
inches high, is 36 inches long, and 24 inches wide; and 
to it is affixed a banner-like sign, conspicuously placed 
to attract the eye of passing shoppers,.and worded “Open 
a Charge Account Today.” On the left side of the 
writing surface is a slot for the completed applications, 
which are then received in a locked drawer within the 
booth, and removed daily by a credit investigator. 
Introduction of the “Credit Booth” was purely ex- 
perimental; and the McKelvey Company did not know 
whether new accounts, solicited in this manner, could 
be obtained or not. But six months’ trial has proven 
the experiment to be of value to the store and customers 
alike; for in that time the booth has yielded from ten to 
nineteen applications daily. Moreover, to the surprise 
of store executives, the credit standing of those customers 
applying at the booth has been much higher than average, 
and refusals to grant credit, correspondingly low. Also, 
practically fifty per cent of the applicants are people from_ 
neighboring towns—people whose shopping time is too 
limited to permit the interviews necessary in established 
credit-granting routine. Obviously these accounts are a 
welcome adjunct to store business, as well as an ac- 
commodation to patrons—H. G. Cushing, Credit 
Manager, The G. M. McKelvey Co., Youngstown, Ohio. 
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OST OF THE letters written in business are in- 

tended either to make people buy, or to induce them 
to pay for what they have bought already. But there 
is one type of letter that is different. Its only purpose is 
to say “Thank you” to customers who deserve it. This 
type of message cannot be measured by the usual yard- 
stick of dollars and cents. It builds that intangible 
quality known as good will; that favorable mental atti- 
tude on the part of your customers that keeps them com- 
ing back, and helps to immunize them to the efforts of 
your competitors. 

The Supreme Court has defined good will as “the dis- 
position of the customer to return to the place where he 
has been well served.” Though admittedly intangible, 
good will is one of the most important assets a firm can 
have. 

There are several reasons why a letter of thanks can 
be a powerful force in building loyalty and good will. In 
the first place, the customer does not expect it, so it 
comes as a pleasant surprise. Secondly, the letter affords 
him personal recognition, and makes him feel that he is 
more than just a name on the company books. And third, 
all of us like to be thanked; and a customer is no excep- 
tion to the rule. 

The value of a cordial “thank-you” note in building 
customer loyalty is many times greater than its cost. 
And it is easy to offer conclusive proof of this statement! 

An extensive survey of inactive accounts was con- 
ducted a few years ago by several large firms, and the 
results indicate that 68 per cent of all dormant accounts 
are due to what customers call “store indifference” toward 
them. ‘The same investigation revealed that only 14 per 
cent are due to specific complaints about goods or 
service.* 

Occasional letters of appreciation to customers afford 
a simple but effective means of preventing an impression 
of “store indifference,” thus eliminating the most fre- 
quent cause of inactive accounts. 

There are many opportunities for “thank-you” notes 
to customers, and of course no firm should try to utilize 
them all. This device, like any other sound public-rela- 
tions medium, loses its effectiveness when overdone. The 
best plan is to select a few ideal occasions which recur 
frequently in your own business, and prepare letters that 
utilize these opportunities .to build good will. 


This Month’s Illustrations _-> 


All five of this month’s examples are letters of thanks 
to customers. All are based on situations that give the 
credit department an opportunity to write to a consider- 

*The survey is recognized as authoritative by Jules J. 
Paglin in The Reporter Study Course in Direct Mail Adver- 


tising, and by Frieda E. Burger, of The Namm Store, Brook- 
lyn, New York, in The CReprr WoRLD. 
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able number of customers. And all five messages are the 
kind that build customer friendship and loyalty. 

Illustration No. 1, is a letter thanking new charge § 
customers for their patronage. It is intended for mail- 
ing after their accounts have been in use a few months. 

Illustration No. 2, also a letter of thanks for patron- 
age, is designed for mailing to charge customers on the 
first anniversary of their accounts. 

Illustration No. 3, is a note of appreciation to new 
charge customers for the opening of their accounts. The 
message also extends a cordial welcome, and emphasizes 
the merchandise and service standards of the firm. The 
novel mechanical layout of the letter, spelling out 
“THANK YOU” down the left-hand margin, is an 
appropriate and effective attention-getting device in a 
message of this type. 

Illustration No. 4, thanks credit patrons for the 
prompt payment of their accounts. In addition to build- 
ing good will, such a letter stimulates a person’s pride 
in his credit record, and makes him want to keep on pay- 
ing promptly in the future. 

Illustration No. 5, another note of thanks for prompt 
payment, is intended for mailing to paid-out installment 
accounts. These customers are frequently overlooked 
in the direct-mail program of the credit department, a 
costly weakness in public relations, 

This month’s letters illustrate only a few of the oppor- 
tunities for an alert credit department to build stronger 
customer contacts by mail. There are many other occa- 
sions on which “thank-you” notes are appropriate, but 
those utilized in the letter examples are the ones that 
apply to the largest groups of customers. 

Letters of this type need not be long—in fact, a short 
letter is far more effective. All of the specimens shown 
on the next page contain less than 100 words. The aver- 
age length is 70 words. 

There is nothing difficult about writing such letters. 
It is a simple, pleasant task; it takes only a few minutes; 
and it provides one of the finest opportunities in the whole 
field of consumer relations. 
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Good Will—The minute I abuse, I lose it. 

Good Will—I cannot reach it, or hold it, or tie 
it up, and yet it is a valuable asset of my 
business. 

Good Will—It has neither height nor weight, 
neither length nor breadth, and yet it is an 
indispensable element in the foundation of 
my business—a powerful force in lifting it 
from obscurity to success. 


A Smart Businessman 
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Compiled by the Research Division 


October, 1948 


DEPARTMENT STORES 


(Open Accounts) 


CITIES 


Atlanta, Ga 
Baltimore, Md 
Birmingham, Ala 
Boston, Mass 
Cedar Rapids, Ia 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbus, Ohio 
Davenport. Ia 
«Denver, Colo 

Des Moines, la 
Detroit, Mich 
Grand Rapids, Mich 
Kansas City. Mo 
Little Rock, Ark 
Los Angeles, Calif 
Louisville, Ky 
Lynn, Mass 
Milwaukee, Wis 
Minneapolis, Minn 
New Orleans, La 
New York, N.Y 
Oakland. Calif 
Omaha, Neb 
Pittsburgh, Pa 
Providence, R I 

St. Louis, Mo 

Salt Lake City. Utah 
San’ Francisco, Calif 
Santa Barbara. Calif 
Siolx City. Ia 
Spokane. Wash 
Springfield. Mass 
Toledo, Ohio 
Tulsa, Okla 
Washington, D.C 
Worcester. Mass 
Youngstown, Ohio 
Ottawa, Ont 
Vancouver, B.C 
Victoria, B.C 
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INSTALMENT ACCOUNTS receivable showed about the 


usual small rise in September, and were nearly three-fourths 
larger than a year earlier. Collections on instalment ac- 
counts were 7 per cent higher than in August, and ac- 
counted for 24 per cent of accounts outstanding on the first 
of the month, one point more than in the preceding month. 
At this rate of repayment instalment accounts would be 
liquidated in about seven months. Charge accounts outstand- 
ing also increased by about the customary amount from the 
end of August. Collections on charge accounts during Sep- 
tember rose slightly, and the collection ratio amounted to 
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53 per cent as compared with 51 per cent a month ago. The 
average collection period for accounts outstanding in Sep- 
tember was nearly 57 days, about the same average as for 
September 1947. The volume of both cash and credit sales 
showed a substantial increase in September, as is usual in 
this month. Cash sales accounted for 50 per cent of total 
sales, the smallest percentage reported for this type of trans- 
action since early 1942. Cash sales were down slightly from 
the year-ago level, but both instalment and charge-account 
sales registered increases in the corresponding 12-month 
period.—Federal Reserve Board. 
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STATISTICS 


TOTAL CONSUMER CREDIT increased approxi- CONSUMER INSTALMENT SALE CREDIT, 
mately 300 million dollars in September to an esti- EXCLUDING AUTOMOTIVE 
mated total of 14,650 million. Practically all of the [Estimated amounts outstanding. In millions of dollars] 
expansion occurred in instalment credit and in : 
charge-account indebtedness. For the fifth consecu- TOTAI — HOUSE- 
tive month the total amount outstanding remained END or |ExcCLuD-| sTorRES | FURNI-| HOLD | JEW- ALL 
about one quarter above the year-ago level. Instal- MONTH ING | AND | TURE | APPLI- | SLAY | serail 
ment credit outstanding on September 30 was 184 sel Al ClLhaZ 1 e 
million dollars larger than - the end of “_<~ HOUSES | 
ing month, bringing the total to 7,717 million. e ‘ a F 
increase in instalment sale credit, which accounted j . - : ™ 
for 144 millions of this gain, was almost equally 
divided between the two components. The 4 per cent 
increase in automobile sale credit originating at 
dealers represents some slackening from the rate 
prevailing in other recent months. Other sale credit 
reached 1,915 million and continued more than one- 
half larger than a year earlier. By the end of Sep- 1,616 
tember instalment loan balances reached 3,948 mil- 1,581 
lion dollars, reflecting a one per cent increase during 
the month. 
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‘Ratio of collections during month to accounts receivable at 
beginning of month. 


TOTAL CONSUMER CREDIT, BY MAJOR PARTS 


[Estimated amounts outstanding. In millions of dollars) 
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Ghanting Cred in Canada 


C. B. FLEMINGTON . . Canadian Correspondent 












Fighting Frauds in Business 


A. R. HASKELL, General Manager, Toronto Better Business Bureau, Toronto, Ont. 


AVE YOU EVER heard of the enterprising 

tailor who sold a suit with two pairs of 
trousers for a corpse? Or about the high-pressure 
salesman who sold a correspondence course for 
$260.00 to a young man and then proceeded to 
sell a share of the stock in the correspondence 
school to the father of the victim? Or, perchance 
you know of the lady who purchased a bottle of 
furniture polish from a door-to-door salesman, 
and when she used it to clean her piano, discovered 
it removed everything but the wood. These 
stories simply illustrate three rackets that the 
public have supported in the past. 

The Better Business Bureau is a fact-finding and 
fraud-fighting organization. Its main energies are de- 
voted to educating the public and business firms to be 
on their guard, by continuing to emphasize the four 
slogans of every Better Business Bureau: 

1. Before you invest, investigate. 

2. Read carefully any document you are asked to sign; 
make sure that you understand it, and always keep a copy. 
3. Before you give, get the facts. 

4. If you know it is a racket, report it to the police. 
If you think it is a racket, report it to the Better Business 
Bureau. 

Every Better Business Bureau receives its financial 
support from hundreds of business firms who pay an 
annual fee based upon the size of their concern, which 
in turn is based upon the number of employees. The 
fees vary, in so far as the Toronto Better Business 
Bureau is concerned, from $25.00 to $200.00 per annum. 

Toronto Better Business Bureau is a non-profit organi- 
zation. It is directed by a board of fifteen prominent 
businessmen who are appointed at the annual meeting, 
and they serve throughout their entire term of office 
without receiving any remuneration whatsoever. 

Every member of the Better Business Bureau has the op- 
portunity of saving many times the fee they pay the Bureau 
by being in a position to refer all enquiries regarding 
contributions, donations, subscriptions, or advertising in 
such publications as labour, veteran, police, civil service, 
militia, etc., to the Bureau for complete report before 
they make any contribution or sign a contract for 
advertisement. 


Contributions and donations cover a wide variety of 
appeals, and include missions, blind organizations, sailors’ 
homes, concert tickets, dance tickets, tickets for picnics, 
etc. The war, of course, added a heavy burden to the 
work of every Better Business Bureau, owing to the 
hundreds of appeals that were made for funds which were 
raised for the soldiers or their dependents. 
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Better Business Bureaus, in each case, checked care- 
fully to find out whether all such appeals were registered 
under the War Charities Act. Complete written reports 
were compiled, and hundreds of these reports were sent 
to our members before any contribution was made, 
This feature of our work is of particular value to the 
numerous firms who are requested to give a contribution- 
in-kind, such as biscuits, candy, soap, milk, cream, butter, 
eggs, etc., and special forms are used by our members to 
check all appeals of this nature. Thousands of copies 
of these forms are obtained by our members without charge, 
and they are used whenever they receive an appeal of this 
nature. 

Other enquiries we receive from our members include 
requests for information relative to chain letters, collec- 
tion agencies, church and high school publications, base- 
ball programmes and many other things too numerous 
to mention. 

From the foregoing it will be seen that the Better 
Business Bureau performs an invaluable work, which 
is not performed by any other organization. It not only 
saves time and money of its members, and diverts 
hundreds of thousands of dollars from illegitimate to 
legitimate channels of trade, but it also spends a con- 
siderable amount of its energy to assisting the public 
in “getting the facts,” and invites the public to make use 
of its services, without charge. 

Last year more than 5,000 persons wrote to the Bureau 
or called at our office to obtain information or file 
complaints. The majority of these persons called upon 
us as a result of ,two broadcasts, which are given 
over Stations CFRB and CBY twice a week throughout 
the year with the exception of the summer months. It 
is common occurrence for us to receive and answer be- 
tween fifty and sixty letters a week from our listeners 
in all parts of the country. 


Bureau’s Activities Always Preventative 


It must be remembered, however, that the activities 
of a Better Business Bureau are always preventive rather 
than punitive. By means of our radio broadcasts and a 
great deal of printed material, thousands of citizens in 
Toronto, and many from various parts of the Province, 
have realized and appreciated the value of the work of 
this organization. 

For instance, we have published during the time we 
have been in existence, 5 and one-half years, a series of 
Fact Booklets which cover a number of important sub- 
jects, including “Facts You Should Know About”. . 
Buying Used Cars; Cleaning, Dyeing and Pressing; 
Furs; The Comparative Values of Paint; Life Insurance; 
Home Insulation; the Nutritive Value of Milk; etc. 
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Any or all of these Fact Booklets can be obtained by 
the public or our members, without charge. All we ask 
anyone to do who wishes to obtain these publications is 
to send with their request a stamped and addressed 
envelope. We have also published several pamphlets, 
and one of these pamphlets is entitled ‘Unless You Have 
Money to Burn.” 

In the belief that the contents of this pamphlet will 
be of interest to those who read this article, the complete 
text is reproduced herewith: 

Observe these Precautions when Cashing or Accepting 

Cheques 

1. Do not be afraid to ask questions about the cheque. 
After all, it is your money that is being paid out. 
Never cash a cheque for a stranger until positive 
identification is established. 
Do not rely on cards or auto licenses as positive 
identification. These can be forged. 
Remember that the N.S.F. or no account cheque 
artist always works fast, so take your time and 
investigate each cheque presented. 
Do not cash pay cheques or any other cheques out 
of business hours on Saturdays or holidays, without 
complete investigation. 
Do not issue or cash cheques written in pencil as it 
is easy to alter such cheques. 
Do not cash cheques that show any alteration. 
Always make sure that the endorsement on the 
cheque corresponds with the payee’s name on the 
face of the cheque. 
Always demand that the person presenting the 
cheque endorse it in your presence. 
Refuse to cash cheques if they are drawn on out- 
of-town banks, unless you are absolutely certain 


of the presenter’s identity and the validity of the 
cheques themselves. 
Do not cash cheques for juveniles. 
Do not cash bank counter cheques. 
Make sure that what appears to be a certified 
cheque is genuine. Certifications are often forged. 
Be just as careful in accepting certified cheques as 
you would be in accepting a personal cheque. 
Always remember that as long as safety paper can 
be bought in blank and there are printing presses 
and rubber stamps, it will be easy to produce 
counterfeit cheques. 
Do not endorse a cheque for a person unless he 
is well known to you, and you know he is 
responsible. 
Do not leave blank cheques lying on your desk, 
as some casual visitor may pick them up. 
Do not leave your signature where it is accessible 
for the forger. Your bank signature should be 
different from your correspondence signature. 
A clever scheme worked by the N.S.F. or no 
account cheque artist or forger, is to enter a place 
or business and order a quantity of merchandise 
sent to a local address, then present a cheque for 
more than the amount of the purchase, receiving 
the difference in cash. When the merchandise is 
delivered, the address is found to be fictitious. 
Experience has proven that the things which do not 
happen; frauds that are not attempted; rackets that are 
not born; misleading advertising that is mot printed; 
and the unfair competition which does not develop 
because of the existence and efficient operation of the 
Better Business Bureau, all combine to reveal the in- 
herent value of the organization to the community. *** 


CREDIT WORLD BINDERS 


upon 
viven 
rhout 
. B 
r be- 


eners 


THESE NEW BINDERS, which we have recently purchased 
for our Members, are the pamphlet type with stiff blue 
fabrikoid covered sides and the words "The CREDIT WORLD" 
lettered in gold on the backbone. Each Binder will hold 
twelve issues. There is an individual wire for each 
issue which can be easily inserted. Every member should 
have one of these Binders for each volume or each year. 

THESE BINDERS may be kept on your desk or in your 
bookcase for ready reference. When you have this Binder 
at your finger tips you do not have to fumble around for 
your CREDIT WORLD for last November. It will be there 
with all the other current copies. Order one today 
while you have your issues for 1948 still available. 
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THE RATE OF BUSINESS activity turned upward quite 
strikingly during the early part of the fall and the trend 
continues to keep business very close to the postwar peak. 
The expansion in trade and in production has been fairly 
general among most of the major industries and in many 
sections of the country. Except for relatively minor soft 
spots, no significant indications of any important slowing 
down have yet appeared and the outlook is for a con- 
tinuation of the present high level through the remainder 
of this year and probably longer. 


THE TOTAL VOLUME of business transactions, which 
includes sales, production, and financing, is about 13 per cent 
higher than it was a year ago. The spread between the two 
years is somewhat wider than it has been in recent months. 
The higher level of industrial prices accounts for much of 
the increase and, hence, the physical volume of goods being 
handled is about the same as last year. 


THE MOST STRIKING feature of the LaSalle Map con- 
tinues to be the excellent showing being made in the South- 
west where agriculture predominates and around the Great 
Lakes where industrial production accounts for a large per- 
centage of total business activity. Within nearly all areas, 
the large cities show the smallest increase over last year, 
while the greatest advances have been made in the rural 
areas and in the smaller cities. These differences are not 
quite so great, however, as they were several months ago. 
Declining farm prices ‘will tend to eliminate those differ- 
ences before many months. 
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@ Business Volume Increases, But at a Slower Rate @ 
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BUSINESS ACTIVITY has been lagging in the East, al- 
though even in these sections it continues to be higher than 
it was a year ago. The New England states and New York 
report that the total volume of business, even at the higher 
price level, has changed very little. Some similar conditions 
prevail farther south in most of the states along the At 
lantic Coast. 


IN SOME SECTIONS of the South, business is speeding 
up, due partly to the larger cotton crop. In the industrial 
centers, the trend is even more definitely upward, although 
some of the textile plants have been slowing down. Lower 
farm prices have also accounted for some lagging among 
agricultural regions of the Middle West. 


ALONG THE PACIFIC COAST, business has been main- 
tained at about the same rate as the national average, with 
volume somewhat higher in the northern states than it is 
farther south. Current reports indicate that some of these 
differences will be less marked during the next few months, 


THROUGHOUT MOST of Canada, activity has been lag- 
ging slightly and total volume is but slightly higher than it 
was a year ago. Industrial production is lower but the 
higher prices result in a greater dollar volume of trade. 
Agricultural conditions are holding up somewhat better than 
industrial ones as factory operations have been reduced by 
forced shutdown and some shortages of raw materials. In 
spite of these handicaps, business is expected to remain quite 
close to the peacetime peak. Demand from domestic consum- 
ers and foreign buyers is still very large-—BUSINESS 
BULLETIN, La Salle Extension University, Chicago, Il. 



























+ x 5 
Galveston 
Business Bulletin 


LA SALLE EXTENSION UNIVERSITY 
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THE AVERAGE CUSTOMER buys one new suit 
every other year. The apparel industry is going to try to 
sell him more; because industry has never sold better than 
one-half suit per man a year. At depression’s depth one 
suit for every three men per year was sold. Now more 
suits per man seems the answer to industry. There will 
be new sales campaigns, fashion drives, one big target: 
Southern, suit-coatless businessmen. 

xk 


THE NEW YORK CITY Housing Authority is the 
nation’s biggest landlord. Last year it collected rent from 
32,000 families in 29 projects and paid $1,400,000 in taxes 
to the city. a 


THE AVERAGE yearly income of women who work 
full time is $1,700. Men average $2,600. 
kkk 
TO AVOID ERRORS in taking down orders received 
by phone one company records such orders mechanically. 
Recording is made directly from telephone to a machine 
manufactured for that purpose. 
kkk 


CREDIT MEN call attention to the fact that this is the 
first year since the prewar period when a normal com- 
parison can be made with the previous year. This is be- 
cause charge account collections were controlled by pro- 
visions of Regulation W from the beginning of the war 
until December of 1946. Present collection averages are 
better than during the prewar period. During the first 
7 months of 1940, Federal Reserve figures showed an aver- 
age of 43.5 per cent for the New York area and 46.2 na- 
tionally. 

kkk 


HOUSEHOLD EQUIPMENT has claimed more and 
more of the consumer dollars in the past four decades, 
largely because of the development of labor-saving appli- 
ances. The outlook is for a continuation of this trend. 

xkkk 


CANNED FRUITS AND VEGETABLES are Mrs. 
Housewife’s best buy, according to the National Canners 
Association. They say: ‘If Mrs. Housewife would trans- 
late Bureau of Labor Statistics figures into dollars and 
cents, she would discover that foods costing $1.00 before 
the war were priced at $2.19 during July 1948, but canned 
fruits and vegetables that cost $1.00 pre-war were sold 
at retail for only $1.58.’ 

x* 

INSTITUTIONS, POLICIES, and practices in the field 
of credit need careful study and appraisal, as factors in 
business fluctuation, states the Committee for Economic 
Development. Whether money is easy or tight, whether 
credit is obtainable generally at a low or a high rate of in- 
terest, or not at all, is determined in our economy, (1) by 
policy decisions in the Treasury, in the Federal Reserve 
System, and in other federal agencies; (2) by the actions 
of federal and state supervisory authorities; and (3) by the 
composite of myriad decisions made by individual bankers 
and others who grant credit in the light of their appraisal 
of the business outlook. 

kkk 


FOR THE FIRST eight months this year, personal in- 
come was at an annual rate of $209.7 billion, compared to 
$190.7 billion during the like period last year, and a 1947 
full-year total of $195.2 billion. 

xkkk 

AMERICAN AIRLINES expects business to increase 
from 50 to 75 per cent on Mondays, Tuesdays, and 
Wednesdays; because on those days the husband of a 
traveling family may buy half-fare tickets for his wife and 
children. It will not be surprising, therefore, if a new era 
of travel will be introduced, when Mrs. America can ac- 
company her husband on business trips without too much 
drain on the family budget. 


THE COMMERCE DEPARTMENT reported that the 
nation’s public and private debt increased by nearly $17 
billion last year to an all-time high of $410 billion. The 
increase in private debt, both corporate and individual, more 
than offset the decline in government debt. Consumer 
credit and borrowing for home mortgages increased con- 
siderably. 

xkkk 


CHARGE ACCOUNT and instalment sales have gained 
substantially since 1944-45 lows, but they nevertheless con- 
tinue sharply below the prewar level on a percentage basis. 

kkk 


JOBS ARE CREATED by production and distribution 
of goods and services undertaken in anticipation of a 
profit. First, someone must have an idea for a product or 
service for which others are able and willing to pay. The 
idea is only the beginning. It must be backed by savings 
and credit and translated into action before it becomes the 
source of jobs. een 


INSTALMENT ACCOUNTS OUTSTANDING at 
furniture and household appliance stores, which have shown 
steady gains in the last six months, increased further in 
September. Jewelry store accounts receivable were un- 
changed at the August level, but were 23 per cent larger 
than on the corresponding date last year. At furniture and 
household appliance stores amounts outstanding continued 
to show sizable increases from a year earlier. 


xkkk 


OWNERS OF SMALL BUSINESSES who have no 
need for the large standard type check writer can purchase 
a working miniature of it. Working on the same principle 
as the standard office models, this small compact unit prints 
the check amount through a ribbon which shreds indelible 
ink into the fibre of the paper, making it impossible to 
change the amount of the check. 


kk 


A BOOM IN MARRIAGES has been brought about by 
war and postwar conditions. Marriages have exceeded nor- 
mal by more than 1,500,000 since 1940, and there will be 
more newly-married couples in 1950 than ever before. This 
will mean a faster-growing market for homes, autos, food, 
clothing, and other consumer items. 

kkk 


THE UNIVERSITY OF ILLINOIS in its recently 
completed survey of occupational groups and credit risks, 
gives office employees the highest credit rating. The study 
indicates on a comparative basis the best and the poorest 
credit risks and the relative position of each major occupa- 
tion in the pattern. Retail grocers ranked second in credit 
standing; farmers, twelfth; traveling salesmen, fourteenth; 
and painters and decorators last in the list. 


xk 


ALTHOUGH FOOD is by far the largest item in the 
consumer budget, its relative importance is declining slowly 
as living standards rise. People eat the same number of 
pounds of food they ate in 1909 but the food is better from 
a nutritional standpoint and easier to prepare. More and 
more food is being processed in factories rather than in 
consumer kitchens. New kinds of processed foods, canned, 
frozen, and dehydrated, are appearing constantly. 

kkk 


FUTURE EXPENDITURES for social security will de- 
pend on whether steps are taken to extend coverage and 
liberalize benefits. Over 60 million people are now covered. 
With high level employment in 1950, estimated old age 
and unemployment benefits under the present system would 
run to over $5 billion. Expansion of benefits, as recom- 
mended by the Social Security Board, would raise the cost 
to over $9 billion. 
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CHRISTMAS is the season when 
' everyone has the spirit of good 
will in his heart; a_ spirit 


engendered by Christianity, of which 
Christmas is a symbol. 


Therefore, we in the credit profession, 
who have advocated good will through- 
out the year, can only emphasize at this 
season an attitude that should exist in 
every contact, every day, with our fellow 
men. Itis through our organization that 
we can convey to the millions of folks 
seeking credit accommodations that true 
spirit of good will. 
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May the evidence of this be noticeable 
in the months that follow. 


To each member, officer and director, 
my best wishes for a most joyous holiday 
season. 


PRESIDENT 
NATIONAL RETAIL 
CREDIT ASSOCIATION 
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